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FLASH! Here’s Front Page News- 


3 TYPES OF FLASHLIGHTS... in rich copper at | A Full Profit Special 
45 cents retail, jet black and copper at 69c, brilliant | Dept. M-7, list $3.88, deal- <> 
er’s cost $2.64; comprises 2 





chrome at 80c (less cells). each of 3 flashlight styles, 
display free! To complete 


DEPARTMENT DISPLAY ... holds 2 each of these three | Me ackley aere any! 


new lights, provides display for LEAK PROOF batteries, waa 


RAY-O-VAC COMPANY [4 


MADISON, WISCONSIN Uni, 
CEa 











CHICAGO COLUMBUS NEW YORK CITY DALLAS 
SAN FRANCISCO KANSAS CITY MEMPHIS ATLANTA 

















Show the Exclusive 


= Show the Non-tilt 
Glass in Oven Door Slide-out oven racks 


Makes Oven Cooking Easier. Elimininates deep reaching into 
Saves Food, Heat and Worry. hot oven and avoids burns. 


» Show oe. 
panele - te y swinging 
cast grates . towel rod 


tractively designed. peti | + 
" , 4 lift out and clean. A handy place to hang cooking cloths. ff 
Conveniently placed for ready use. 


@ Features sell household appliances, and "1941 Self-Seller 

Boss Ranges Lead in Features.” “Buy Boss and a an 
Be Sure” — Easier Sales — Better Profits. Write for ae ee 
Catalog and Complete Information about “Boss 

Profit Proposition for 1941.” 


THE HUENEFELD COMPANY. . . Cincinnati, Ohio 


MAKERS OF RANGES ...STOVES ... OVENS... HEATERS 
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“I’m glad to see the popular ‘Silver Six’ Padlock Line is 
still being offered by Yale,” said my friend the dealer. 

“Yes,” I said, “and, more important, have you noticed the 
price?” 

“Price!” My friend fairly exploded. “The price is just the 
same!” 

“Exactly,” I said. “It és the same. That’s just the point. And, 
the way costs are skyrocketing this year, that makes this ‘Silver 
Six’ Board one of the best values we've ever offered you!” 


YES, IT’S A FACT: 
“SILVER SIX” PRICES REMAIN THE SAME ... IN SPITE OF RISING COSTS 


By maintaining prices, Yale continues to give you the same 
mark-up and fast turnover on its popular “Silver Six” line of 
padlocks. This striking display board will make them even 
easier to sell and will make an attractive line to feature for 


Hardware Open House. _——P———s 
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DEPENDABLE 
CANNED GUM 
Commocronsonscemee IORPENTINE 


private industry ... PAINT DEALERS RE- 
PORT A TREMENDOUS INCREASE IN SALES OF advertising campaign of the 
CANNED GUM TURPENTINE—THE BEST PAINT American Turpentine Farmers 
THINNER—BECAUSE IT IS DEPENDABLE,“FOOL Association Cooperative de- 
PROOF,” UNIFORM AND IS SAVING INVALUABLE _ signed to sell a// paint materials. 
TIME IN THE NATIONAL BUILDING PROGRAM. 

Your best customers, the painting contractors, prefer AMERICAN TURPENTINE FARMERS 
Gum Turpentine because they know what fine results it ASSOCIATION COOPERATIVE 
produces. It is an excellent solvent, penetrates the wood, General Offices, Valdosta, Ceorgia 
anchors the paint, dries properly and leaves a film, giving 
the paint a more durable finish. Gum Turpentine has 
aie properties for absorbing oxygen snk iii it to FROM THE LIVING TREE 
the oil, thereby prolonging the life of the paint. td ‘al 

Dealers find winter sales of paint materials increase 
when they recommend use of additional Gum Turpen- 
tine for thinning paint to brushing consistency during 
cold weather. The extra ‘‘turps’’ speedily reduces the oil 
and pigment, yet dries correctly and does not impair 
the protective paint film. 

Now as never before your customers want speed and 
precision in paint work. RECOMMEND PURE GUM 
SPIRITS OF TURPENTINE FOR EVERY PAINT JOB. Sell 
it in the AT-FA approved cans, for more satisfied cus- 
tomers, quicker turnover and bigger profits. Display these 
handsome lithographed cans prominently and benefit 
from the powerful PAINT NOW AND SAVE national 


a rf D4 
Turpentine os 

















4 HARDWARE AGE 





MARCH 6, 1941 





* 


imme 


~~. warty I. ¥ °F 
a aca Pe eo 


ames 


vagina 
| dem 


HARDWARE AGE 




















NEW SALES APPEAL FOR 
FINE AUGER BITS 


Flash! That’s the first thing that hits your eye when 
this new Millers Falls auger bit comes into view. It’s 
copper-coated and polished to outshine the but- 
tons on the admiral’s dress coat. That means 
sales appeal wherever it’s displayed. Deep 
down, it’s a real tool—packed with what it 
takes to back up its beauty: nickel-plate 
undercoat for corrosion resistance, 
arid a strong chrome alloy steel 
base, to take a keen edge and 
hold it. All sizes, 3 to 24. Ask 
your jobber. 





Auger Bit Display No. 1940—A real eye- | 
catcher and a super-salesman to boot. Give it ; 
best position—it will pay you back in profits. 


SET UP THESE SMART 
DISPLAYS FOR OPEN HOUSE 


Open House opportunity knocks again. Meet it half way with 
good merchandise, well displayed. These handsome counter mer- 
chandising units are free with Stocks-of the tools they show. Put them 
to work for you; they’re proved ‘Sales pullers. Your Millers Falls jobber 











MILLERS FALLS 





has details; or write us today. 
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Nail Set Display No. 825—Sells the Offset Screw Driver Display No. 699—Six Tuf-Flex Display No. 550— 
new multi-feature molybdenum-point shining drivers of hardened and tempered Holds and sells 1/. dozen pop- 
nail sets, square-headed to lie still manganese steel. Unique four-blade design ular sizes of Millers Falls’ mir- 
and to take a solid blow ... well- _ permits handling stubbornest screws even with —acle hand hack saw . . . super- 
cupped points . . . sure-grip knurling. only 1% turn available. Fast sellers at 50c. tough, super-flexible Tuf- Flex. 


MILLERS FALLS COMPANY 


GREENFIELD, MASSACHUSETTS, U.S.A. 
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TUF-FLEX 


WONT BREAK 
WONT Strip 































As an Essential Feature of Kelvinator’s 
Long-Range Program — Kelvinator Refrigerators 
and Ranges are Manufactured by a “Retail-Minded” 
Organization — they are Manufactured to Sell! 





y MAmajor point in Kelvinator’s program of 
= | planned and organized manufacture and 
distribution is its attitude toward prod- 
! uct—either refrigerators or ranges. 
i) 





Kelvinator refuses to be complacent. 
It realizes that successful appliance sell- 

———— ing is based on sound change. 

Kelvinator calls this attitude ‘‘retail-mindedness.”’ 

Typical of this retail approach to product is the 
1941 Kelvinator Moist-Master—the outstanding prod- 
uct achievement of the year and a powerful incentive 
for the replacement market. 

It looks different—and it is different. 

In addition to the High-Speed Freezer, a separate 
set of refrigerating coils are concealed within the walls. 
Humidity is controlled throughout the cabinet. A 
glass-enclosed Cold-mist Freshener provides super- 
moist refrigeration for left-overs and vegetables. 

Already the Kelvinator Moist-Master accounts for 
over 20 per cent of all sales. 

It pays to tie up with a “‘retail-minded”’ organization. 
Kelvinator Division, NASH-KELVINATOR CORP., Detroit, Mich. 
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“THE STEEL TRAD 
OF THE HARDWARE 
TRADE” 


Ont Miss This: 




















To The Hardware Jobber and Dealer—a most unusual 
opportunity lies ahead for distributors of the "Steel 
Trap Value of 1941!" 


BLAKE & LAMB 


Furs are high! The demand for pelts (with few if any foreign furs being imported) ex- 
ceeds the supply! Interest in trapping is intense! And once more, BLAKE & LAMB, ''the 
Steel Trap of the Hardware Trade,'' represent the market's outstanding value! Don't 
miss this! Prepare now to be in a position to meet the inevitable fall demand! 


More BLAKE & LAMB are sold today than ever in trapping history. 


THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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e class; new Eclipse 
ipse Trophy (illus- 
ith Natural Grip— 
Advance $10.50 
ificiently styled with 
tandard wheel models 


Sell Eclipse — the Best 
known name in 
Jawn mowers. 


Write for 
Franchise Details. 


ECLIPSE 


Dept. HA-341 
Prophetstown, Illinois 


BUILT INTO ALL ECLIPSE 
STANDARD TYPE MOWERS 
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PLASTIC WOOD MAKE 
EVERY CUSTOMER A PROSPECT 


Plastic Wood makes a 100°/, companion sale item to many 
items in your store. You can make extra sales—extra profits 
—by mentioning Plastic Wood to every customer who buys 
tools, fixtures, paints, brushes, screws nails, bolts, hinges, 
casters, locks, drawer pulls. 
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Plastic Wood has literally hundreds of uses! That's why 
merely mentioning it often makes sales—for resetting loose 
bathroom fixtures; filling cracks around bathtubs, pipes, 
drainboards; filling old, enlarged nail and screw holes; re- 
placing broken, rotted, damaged wood; resetting loose 
casters and drawer pulls. 


PLASTIC WOOD Makes Lasting 


a 

Repairs..and Lasting Customers RI 
PR 

There is only one Genuine Plastic Wood. It answers 
H, 

the needs of your customers-- brings them back— 
satisfied. Plastic Wood handles like putty—hardens 8 
into permanent, water-resisting, weather-resisting, i 
grease-resisting wood; adheres to wood, metal, stone, Ste 
porcelain, plaster, glass; holds nails and screws; takes an 

sawing, sanding, carving, turning in a lathe without 

crumbling or splitting. 

umbling or splitting - 
‘ Ba 
Send for Free 11x14-inch ei 

PLASTIC WOOD DISPLAY! 
Ww 


Just address a card to... 


‘00d s0 wtomen, Dis 
THE A. S. BOYLE COMPANY “mention i: watch 
Distributors - Jersey City, N. J. 
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REPUBLIC STEEL 
PRODUCTS FOR THE 
HARDWARE TRADE 


Steel, Copper-Bearing Steel and 
Rust-Resisting Toncan’ Iron Pipe 





Steel, Copper-Bearing Steel 
and Rust-Resisting Toncan Iron 
Sheets and Roofing 





Wire Fencing, Poultry Netting, 
Barbed Wire and Bale Ties 





Steel Fence Posts and Gates 





Wire Nails, Spikes and Staples 





Upson Quality Headed and 
Threaded Products 


* Reg. U. S. Pat. Off. 


NEVER 100 TIGHT—NEVER 100 LOOSE 








Your customers want bolts and nuts that fit —- AND 
FIT ACCURATELY. @ That's why you should stock 
Republic Upson Quality Bolts and Nuts. They're pre- 
















cision-made by dies of thousandth-inch accuracy. 
They’re never too tight —- never too loose —just what 
customers want. They sell, satisfy and stay sold. 
@ You'll find every item your customers need in the 
complete line of more than 20,000 standard Republic 
Upson Quality Headed and Threaded Products. Job- 
bers in principal cities have the items you want or 
can obtain them promptly. See your jobber or write us. 


REPUBLIC STEEL CORPORATION 
Bolt and Nut Division: Cleveland, Ohio and Gadsden, Alabama 


BERGER MANUFACTURING DIVISION * CULVERT DIVISION + NILES STEEL PRODUCTS DIVISION 
STEEL AND TUBES DIVISION * UNION DRAWN STEEL DIVISION * TRUSCON STEEL COMPANY 





REPUBLIC Yoson Quality 


HEADED AND THREADED PRODUCTS 
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Heve's PROPERTY PROTECTION 


Factories, ware- 
ty houses and storage yards near ydus 

are newly conscious of alien sabotage. Government con- 
tracts make them vulnerable. Along with this comes a 
general desire for property protection — for homes and 
estates, as well as airports, parking lots, playgrounds. 
It’s all waiting business — easily yours when you offer 
long life, security, ECONOMY of Keystone NON” 
CLIMBABLE (fence. 


“Galvannealed”’, copper-bearing steel wire —- compact, 
vise-like knots — enable this fabric to last years longer 
than ordinary fences. Yet it costs much less, erected, than 
standard chain link fence. Think of the many users you 
can interest in these Keystone NON-CLIMBABLE 
features: Two styles, two weights, six heights — com- 
plete with all necessary posts, braces, gates and attach- 
ments. May be ordered with equipment for a complete 
fencing job, or fabric alone. 

Write TODAY for new, complete, illus- 

trated catalog. Individual help on estimates 

and installation suggestions gladly supplied. 


KEYSTONE STEEL & WIRE CO. 


Department P 
PEORIA, ILLINOIS 
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PLANT DINHER PRODUCES 


GUARANTEED 


RES UtEiti & 
In PLANTS...1N PROFITS 





HERE’S WHY PLANT DINNER 


PLANT DINNER is new—a concentrated chemical 
nutrient based on the latest findings of horticul- 
tural research. PLANT DINNER is a control-tested 
scientific product—compounded by William H. 
Rorer, Inc., pharmaceutical chemists upon whose 
quality manufacture the medical profession has 
relied for more than 30 years. PLANT DINNER is 
guaranteed—it will improve the beauty, health, 
and growth of every living plant in any kind of 
soil or every last penny of the purchase price 
will be refunded. PLANT DINNER is one plant food 
you can sell with the most complete confidence 
in the world because it is one plant food that 
really works! 

Here are some of the results that have been 
obtained—that your customers will obtain—with 
this remarkable product of modern science. 

GRASS responds sensationally to PLANT DINNER. 
By actual test, lawns treated with PLANT DINNER 
average 65% better than untreated lawns, with 
drought-resisting roots more than 1/3 longer. 
Used on new or established areas, PLANT DINNER 
develops greener, thicker, stronger lawns in 
much less time. 

HOUSE PLANTS, deprived of the nourishing ele- 
ments of out-of-doors sunlight, soil, and air ac- 
quire additional height, full foliage, sturdy stem, 
and heavy roots when treated with PLANT DINNER. 

FLOWERS demonstrate an average 45% im- 
provement over plain watering when treated 
with PLANT DINNER, also increasing in seed pro- 
duction, fragrance, and resistance to insect pests 
and unfavorable conditions of temperature and 
moisture. 

VEGETABLES, including corn, tomatoes, pole 
limas, lettuce, cabbage, and others respond to 


HERE'S WHY PLANT DINNER 


An intensive, energetic promotional campaign 
is already under way, producing a strong con- 
sumer demand for PLANT DINNER. High voltage 
advertising in general magazines, horticultural 
magazines, newspapers—backed by a publicity 
program of unprecedented proportions—is now 
making all flower-loving, plant-growing America 
PLANT DINNER conscious. 


PRODUCES SUPERIOR PLANTS 


PLANT DINNER with as high as 50% greater yield 
of normal healthy plants. 

HARDWOODS of all varieties, such as taxas, box, 
juniper, azalea, arbor vitae and retinospera, 
show this striking response to PLANT DINNER 
feeding — 60% superiority over rain watering. 
50% over plain watering, and 35% better growth 
than other popular nutrients now on the market 
plus fertilizer! 


Science— Not Magic 


PLANT DINNER’S perfected formula is based on 
scientific, proven fact, checked by consultations 
with U. S. Department of Agriculture officials, 
technical experts in agricultural colleges, and 
horticultural specialists of the highest authority. 


PLANT DINNER contains 19 ingredients essential 
to plant life and plant health. It contains ni- 
trates, phosphates, copper, potassium, zinc, iron, 
sulphur, boron, calcium, magnesium, manga- 
nese, and ammonium — precious elements fre- 
quently lacking in even the best of soils. It con- 
tains the most effective growth hormones — 
naphthaleneacetic acid and indolebutyric acid. 
It contains not only Vitamin B, but four other 
vitamins indispensable to plant vitality. It con- 
tains Filtrate Factor, a new vitamin of electric 
effect on plant health and growth. PLANT DINNER 
is not to be confused with ordinary fertilizers— 
it is a scientific product prepared by registered 
pharmacists and skilled chemists. PLANT DINNER 
is manufactured by the same techniques as com- 
plex medical formulae. PLANT DINNER will do 
its job better than any similar product on the 
market today. 


PRODUCES SUPERIOR PROFITS 


Profit by the lively interest now being stimu- 
lated in this fine product. Stock your shelves with 
an ample supply of PLANT DINNER in packages of 
all sizes. Put it out front where the customers 
can see it and ask for it. Relate your selling ef- 
forts to the advertising. Send for PLANT DINNER 
counter displays and reprints of PLANT DINNER 
advertisements to paste in your windows. Sup- 
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Concentrated —A Little Bit Goes a Long Way 


Unlike common fertilizers, PLANT DINNER Comes 
in small packages because it is a concentrated 
food. One ounce mixed with plain water makes 
eight gallons of complete plant-growing solu- 
tion! PLANT DINNER presents no problems in ap- 
plication. Clean, easy to store, odorless, it is 
administered at regular watering periods, com- 
bining feeding with watering. Highly soluble, 
PLANT DINNER dissolves quickly in water, soaks 
down to the roots and is promptly absorbed. 
Results come with astonishing rapidity. Made of 
the purest chemicals, PLANT DINNER cannot burn 
even the most delicate of plants and blooms 
when applied according to the simple directions. 


Plant Dinner Has Many Commercial Uses 


Of tremendous importance to the professional 
grower is the fact that PLANT DINNER is already 
saving half the seed investment and labor cost 
of many plantings by vast improvement in yield 
over old-fashioned fertilizing methods. PLANT 
DINNER produces more and better plants for 
the market grower and better plants bring bet- 
ter prices. PLANT DINNER is also efficient and 
practical for speeding the growth of rooted 
cuttings, forcing plants to completion before 
frost, improving fruit and vegetable yields, and 
other greenhouse, conservatory, and agricul- 
tural problems. 

But whether your customer is a professional 
grower or the greenest of amateurs, whether he 
owns a huge garden showplace or a single pot- 
ted begonia, he will find PLANT DINNER his 
greatest single aid to better gardening. 


port PLANT DINNER and PLANT DINNER will help 
support you—with increased profits! 

Order PLANT DINNER today—now! The season 
will soon be at its peak and so will your profits— 
if you are prepared. PLANT DINNER is sold in four 
sizes—'2 ounce, 1% ounces, 6 ounces, 1 pound— 
retailing for 10c, 25e, 75¢, and $1.75 respectively. 
Write for liberal dealer terms—but write Now! 


WILLIAM H. RORER, INC. - Dept. A + 254 South 4th Street + Philadelphia, Pa. 


MARCH 6, 1941 
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Model 181-ST 
$6750 


Solid Rubber Tires 


Model 218-ST 
$7550 





Model 421-ST 
$9750 


Solid Rubber Tires 





Model 518-ST 
$9450 


Solid Rubber Tires 
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Solid Rubber Tires 


STEARNS 





POWER 
LAWN MOWERS 


Outstanding in Sales 
Features... Exceptional 
in Sales Growth 


There can be no question of the salability of 
Stearns Power Lawn Mowers. Designed es- 
pecially for distribution through the hardware 
trade, the steadily growing sales volume 
proves that this was, and is, the logical outlet. 
These mowers have continued to produce 
handsome profits for hardware dealers in 
every section of the country. 


All models are simple in operation and free 
from tricky or complicated mechanism. 


Wheel-Drive and Roll-Drive Models 
Priced from $67.50 to $250.00 


Within a few years, the hardware trade has 
profited from a $2,000,000 sales volume al- 
ready created. And, our big national adver- 
tising campaign for 1941 should build even 
greater sales. Ask your jobber about the 
Stearns line without delay. All leading job- 
bers carry them in stock. 


Representative Stearns models and prices are 
shown here. All are powered with Briggs & 
Stratton engines and equipped with solid 
rubber tires on drive wheels, rollers and casters. 
Goodyear pneumatic tires are available for 
all wheel-drive models at moderate extra cost. 


Ask Your Jobber or Write Us 
for Catalog No. A 3 


E. C. STEARNS & CO. 
SYRACUSE Estab. 1864 NEW YORK 








Model 521-PT 
$42500 


Goodyear 
Pneumatic Tires 








Model 524-ST 
$45 900 


Solid Rubber Tire: 


Model 124-PT 
$4 9150 


Goodyear 
Pneumati¢ Tires’”: 


Model 122 
$47 450 
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Everything You Need to Know 
About BUILDERS’ 
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NOW? 


For the First Time 
in Permanent 
BOOK FORM 
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This is your only source of 
complete, authentic, easy-to- 
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read information on all phases 
of BUILDERS’ HARDWARE 
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a If you are one of the many hardware men who have always 


wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“*TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE?” is the book for you. 


You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average h to schools, hotels. 
office buildings, churches, apartments, etc. 





You'll also be shown how to read blue prints, and to specify jobs; 
how to work with property owners, contractors and architects; how 
to use Builders’ Hardware to increase sales in your other depart- 
ments. This book will bring you all you need to know about this 
profitable, basic hardware line. 


The experienced Builders’ Hardware Engineer will want this book 
for its use as a handy reference work. e beginner will want it 
as a text book to use as the only complete home study course in this 
subject ever published. 


Your clerks, too, should have this new book. They will become 
more valuable to you and more valuable to themselves by reading 
and studying it. 


maATL on 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


Please send me 


Brownell. 
NAME FIRM 
ADDRESS CITY 








Here are some of the features and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8!/2 x 11'/2 inches— 

cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
ond “follow-up” items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative chorts which show you how 
to match different items. 

A working Blue Print, size 25 x 11'/2 inches, 
Glossary of more than 300 Technical Build- 
ers’ Hardware Terms, Cross Reference In- 
dex, etc. , 

Over 600 Illustrations, Charts and Diagrams. 








ORDER YOUR COPY NOW 


Prepare yourself for the opportunities 
thorough knowledge of Builders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS' HARDWARE MEN ARE SCARCE. 


TODAY 





3-6 


copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 
I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


STATE 


(] Check here if you enclose payment, in which case we pay postage. 


MARCH 6, 1941 
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You'll Find Real Profits in 
Bug-a-boo, Super Insect Spray 


UG-A-BOO, the Super Insect Spray, 
leads you to real profits! It moves 
fast ... every sale means a real profit. 
Sisk powered Bug-a-boo is an out- 
standing spray. More powerful than 
other insect sprays, it works quickly, 
surely... has a pleasant fragrance... 
won’t spot or stain. Powerful ads tell 








Bug-a-boo’s 
Extra Power Brings 
You More Sales... 
Repeat Business... 

Greater Profits 








Mr. and Mrs. America these advan- 
tages of Bug-a-boo. 

Join the swing to this super-quality 
money-maker. Start ringing up profits. 
Get a supply of Bug-a-boo from your 
wholesaler, or address the nearest 
office of Socony-Vacuum Oil Co., Inc., 


or one of its affiliated companies. 





TWO MORE BUG-A-BOO MONEY-MAKERS 


BUG-A-BOO MOTH CRYSTALS 


These are pine-scented crystals, ready- 
packed in an attractive vaporizer, or in 
cans. Hung in a closet, these crystals 
give off a saturated air that kills de- 








& 
— 











_ structive moth worms. 


BUG-A-BOO GARDEN SPRAY 


Kills or controls insects found on flow- 
ers and shrubs. Highly concentrated, 
4 ounces make 12 to 18 gallons of 
spray. When used as directed, it is 
harmless to humans or pets. 





* Bug-a-boo far exceeds minimum requirements cf U. S. Dept. of Commerce for an AA grade insect spray. 
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BUG-A-B00 


THE INSECT SPRAY THAT PAYS A PROFIT 
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were of Kleanbore .22’S, available in three 
ooters of velocities. standard, intermediate and 


s esti- Hi-Speed. 


For .22 caliber shooting is de 
on the increase. There are 


son, Why? Because round business. In addition to these 


there are more , 


any other brand. And you caf 
that they would uot be first in the 
of sportsmen unless they gave 


satisfactory service. 


9's sold than factors, Kleanbore -2 2’s will be backed 
be sure by a large scale advertising program in 
minds leading outdoor, farm, boys, and gen- 
the most eral publications: It will pay you f tie in 


with this advertising- Make the shooters 





of your store as 


BETTER BUY Now! This is the time headquarters 


to get your order in for 4 good supply ammunition—Remington 


g make of 


That's what sho 


And that's what they g&* in Kleanbore Hi-Speed 
.22’s. Power enough to penetrate eight 1%-inch 
planks! A full 157 nds of muzzle en- 

d faster than sound itself —1400 feet 
per second! Add to this power the accuracy 
for which Remington ammunition has so long 
been famous, complete re d the one- 
and-only Kleanbore primio no won- 
der they lead in sales! 


OVER 2,225,000 TEST ROUNDS 


Constant supervision, testing and research 
keep Kleanbore -2 2’s up to their fine perform- 
ance. SO thorough is this work that over two 
ounds of .22 ammuni- 

oratories every year in 

i New and Im- 

tch .22’S, 

Police Targetmaster- 
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Remington htt shells can | 
you expec lo aele in 1961 7 


Consider these important facts... 










» Ammunition is vitally important to shooters, and they choose 
their brands with care. The overwhelming popularity of Nitro 
Express and Shur Shot shells can be traced directly to the 
characteristics and performance of the shells themselves, to 
their long reputation of leadership, and to the widespread 
advertising which brings their qualities to the attention of 
sportsmen. They cost no more... require less effort to sell. 












The real story about Nitro Express 






POWER comes first in most shooters’ minds when they buy shot 
shells. They get power to spare in Nitro Express shells. 
WATERPROOFING is another important quality. Shooters know 
that Remington's exclusive Wet-Proof process makes the dis- 
tinctive green Nitro Express shells reliable in any weather. 
They can be soaked for hours without malfunctioning. 










“KLEANBORE” priming remains the sales advantage it has al- 
ways been. Shooters have learned in the best way possible—by 
their own experience—the protection Kleanbore priming 
gives their gun barrels. There is only ove Kleanbore priming, 
and it is exclusively supplied by Remington. 
















Why this preference for Shur Shot? 


Upland game hunters have proved to their complete satisfac- 
tion that Shur Shot shells have power aplenty to get what they 


go after. And clay target shooters have shown their clear i I 
preference for Shur Shot shells—proof beyond question of NITRO EXPRESS and 
their complete uniformity and fine performance. 

Order your supply of Remington Nitro Express and Shur Shot shells I I 

now and be prepared to do a bigger volume than ever before. 


Typical old style soft | 
ABOUT THE N point rifle bul iaseipialiaal 


Ss @) FT v ©] I NT BU L L ET ? & coe oe spreading lines for 


absolute uniform ex pansion 
































i tore-Lokt 
5 new soft point Core 
—S ed a tremendous demand 


When we intro 
4 we predict 





i tec im 
bullet last year, e hunters. For the soft point bullet ». Thin metal jacket here starts 
for it by big gam favorite among big game hunters, a. em mashecomia’ 

av 4 avo e 
has always ety oe mena bullet greatly increased the 3. Heavy jacket here prevents bullet 
pi someon f the soft point bullet. disintegration h 

amen a os | os , 
gees d exceeded even our highest expecta 4. Bullet core locked inside hea 
But the deman horus of unstinted praise. abe 





tions. And now comes a c 
This new soft point bullet has pr oved beyond question 


s ” ansion to twice orig- 
ig & t 
its exceptional effectiveness on all kinds of b £ ame 


100 yards in animal 






5. Uniform exP 
inal caliber at 
flesh 








lace your order early. 
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KLEANBORE center 
fire ammunition with CORE- 
Loxt bullet in New Soft 
Point & Mushroom Types... 














Nitro Express. zh ; ee 
. t-Vroof are Res § 
akan is « trade mark of Remingtoe 








Arms Co., Inc. 
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Here’s 4 real buy for the housewife 


+ 


—and a profitable item for you- 


You can tell from the way it’s built that the De Luxe 
Boiler is designed for heavy duty. Made of full-weight 
(| polished copper and tinned inside, it has a deep-stamped 
Uy heavy copper botto at j can’ . Its one-piece, 
YY seamless, stamped tin-plate cover tra deep rim 
> Z ) for easy fitting and to make the [boiler steam-tight. All 
UY seams leak-proof and strong because double-seamed. 

. YY Extra heavy rod in top rum helps preserve poiler’s shape 
Yj and assures snug fit for lid. Stationary black enameled 
pe hook handles with a comfortable grip- And it’s a big 
Y y boiler, too - 13%x 13144x24¢ inches in size and 15 
y gallons capacity- 


Hj Y Each boiler is wrappedina three- 
4, color label of real display value; 
o 


y packed singly in shipping cor 
Vy) tons. Shipping weight 15 pounds. 
CAN BE RETAILED PROFITABLY 
IN MOST AREAS AT Less THAN 


Z 


Y) 


- TE 


scHLUE 


Improved ~ Luxe MOP 
WRINGER PAIL 


Cuts out Dirty Job 
. e+ pays you nice profit 





The nationally advertised De Luxe Mop Wringer Pail 
eliminates MOP wringing by hand .-- and that makes 
it a sure seller for you- Women like it because it cuts 
out the drudgery of mopping and keeps their hands 
out of serul _ All they do is dip the mop into the 
pail, step oF at j draw the mop through long- 
lasting rollers that 8 he mop dryer than it could 
ever be wrung by hand. 

The pail is turdily made of heavy galvanized metal 
and there are nO springs -- - no adjustments to make 
_, . no tricky mechanism to get out of order. Can't 
tip or turn over. Its a big time and labor saver ~~ 
and a fast moving, profitable item for you- 


THE DE LUXE MOP WRINGER 
PAIL CAN BE RETAILED 
PROFITABLY AT 








MARCH 6, 1941 

















HANOVER 


Wire Cloth has been produced since the early days 
of the industry, in the county where the first wire 
weaving looms were built. 




















EXPERIENCE 
EXCLUSIVELY IN THE 
PRODUCTION OF WIRE CLOTH 
HAS BUILT THIS HANOVER PLANT. 


Here you will find working side by side, grandfather, father 
and son. Thirty-two have been Hanover workers more than 
a quarter century. They guarantee HANOVER quality. 




















FAMOUS HANOVER BRANDS 


moves “Super-Apex’’—Zine Electroplated 
NO “Vulean’’—Black Painted 

NOV VER me ‘Golden Rod’’—Golden Bronze 
NOVER ‘‘Oriental’’—Antique Bronze 
aeven “Marine’’—.010 Bright Bronze 
HANOVER “‘Crescent’’—Bright Copper 
HANOVER “Colonial’’—Antique Copper 
HANOVER “Acme’’—Aluminum 

Special Alloy and Special Mesh on request. 


HA 
HA 
HA 
HA 

HA 






















‘ 
HANOVER quality—woven into every roll—will inspire con- 


fidence, win trade and hold customers. 


HANOVER Wire Cloth is attractively labeled and packed in 


sturdy, individual cartons to reach you in perfect condition and 












insure perfect condition until sold. 


Ask your distributor for HANOVER Wire Cloth. If he does not have it, 
ask us. We will see that you get it. 


HANOVER 
WIRE CLOTH COMPANY 


Sales Representatives in Boston, New York, Atlanta, 
New Orleans, Kansas City, Chicago, Les Angeles, H A N ° Vv E R 
Sen Francisco, Portiand, Oregon. P E N N A . 
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“Custom-Built” padlock installations ... master- 
P 






keyed, keyed-alike or with special length shackles 
.. are regularly shipped by MASTER within 
a day. MASTER’S new factory, which is rec- 


ognized around the globe as the world’s most 











modern padlock plant, is maintaining this 
long-established reputation for service even 


while meeting National Defense demands. 






















LAMINATED «© WROUGHT STEEL © DOUBLE CASE 





Practically every recognized wholesale hardware 
house carries MASTER Padlocks for you. This helps 
you give good service with moderate stocks and quick 
turnover. No wonder that independent merchants 
everywhere agree, “Make sales faster with Master.” 


MASTER LOCK COMPANY + MILWAUKEE, WIS., U. 5. A. 
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Smart PLASTIC-TOP 
DRIPLESS SERVER 


to retail for 25c 


w high in styling, sales ap- 
popular price! Has 
lastic top and slide ; 
stainless steel spring; 14-02. clear glass 
A volume seller for honey, 
salad dressing, 











Seta a ne 
peal, quality at & 
red or green all-p 


























container. 
syrup, cream, catsup. 















ete. 











NUT MEAT CONTAINER- 
CHOPPER-DISPENSER 


to retail for 25c 


Serves as container 
then chops and 











Does 3 jobs in 1. 

















for whole nut meats ; 
dispenses in same operation. Steel 
construction, nickel plated. Red steel 


14-oz. clear 





cover, red wooden knob, 
glass container. 



























MATCHED RANGE SETS 
in 2 COMBINATIONS of 


29¢ and 59c 














for salt, pepper. flour, 





New, different; 





sugar. Sell in sets of 2 or 4. Match- 
6” 











ing crystal glass, 14 02. capacity 
high; red Tenite shaker 


inated labels. 


Ps 





tops; lam- 


56 


Wo. 620 


















No. 294 





NATIONALLY ADVERTISED in LADIES’ HOME JOURNAL 
Boost volume with other Household Handies, too. Especially popular 
as a spring seller is No. 382 Household Sprayer @ 25c; also No. 130 
deluxe Batter Server @ $1.00 which does double duty for cooling drinks. 
Then, of course, there is No. 610 Cocktail Shaker (14 oz. size; large 
enough for 4 cocktails ) ibe, and No. 620 deluxe Cocktail Shaker 
(1% at. capacity) @ te is No. 294 Onion 
Chopper at 25c. For No. 110 @ 50c. 


fa 
40c. A year-round favori 
a deluxe Dripless Server, feature 


SEE YOUR JOBBER 
FEDERAL TOOL CORP. 


400 N. LEAVITT ST., CHICAGO, ILLINOIS 

















A FEATURE 
THAT WILL 
SELL ITSELF 


. Hand your customer this Green] 
Setfast Expansive Bit. Let him 
adjust the cutter by a quick ons 
motion of the thumb, and show ped 
sage ee turn of the cenmniaie 
with a screw driver, 
against cutter, locking pyres . 
really stays locked. Just mention ‘én 
_— open throat, an iaasamiand 
; reenlee feature, which permits free 
ast clearance of chips, making bori 
considerably easier than with ordi a 
expansive bits. =e 
And that’s all there is to it. Your 
customers will be quick to see the ad- 
vantages of this Greenlee expansive bit 
and you'll have little selling to do. Wh ' 
not send today for Catalog 31, and pan 
anc information about the entire 
reenlee line of tools for the Wood- 
worker, Electrician and Plumber. And 
mention your jobber when writing. 


BER es 


GREENLEE TOOL CO. 
1715 Columbia Ave., Rockford, Ill. 


TOOLS THAT 
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Look For 


“What Do People 


When Buying An 


Electric Refrigerator?” 





GENERAL ELECTRIC rope rs rose rerrence 
IS TOPS ON EVERY POINT! 


1. Brand Name. Independent surveys con- 
ducted by five national magazines show that 
50% more people prefer the G-E than any 
other refrigerator. 


2. Equipment, Interior Arrangemenis. New 
Perfected Conditioned Air! New 10-Star 
Storage Features with the amazing new But- 
ter Conditioner! 


3. Price. G-E prices start at $119.95, with a 
model built to everybody’s income. Dollar 
for dollar, it’s the best buy in refrigeration. 


GENERAL 


MARCH 6, 1941 


THE “SIX BEST SELLING FEATURES” 
are given this order of importance by a 
nation-wide survey among refrigerator 
dealers: 1. Brand Name. 2. Equipment, In- 
terior Arrangements. 3. Price. 4. Style and 
Beauty. 5. Economy and Performance. 6. 
Construction. 


4. Style and Beauty. In no other refrigerator 
cabinet will you find such a rare combination 
of beauty and quality! : £ 


5. Economy and Performance. No other [fs Me: 
sealed cold-making mechanism has the for 


proved performance record of the famed 
G-E Thrift Unit for enduring economy. 


6. Construction. In the notable list of G-E 
“firsts” is the all-steel cabinet, stainless steel 
evaporator, Thermocraft insulation, Texto- 
lite door strips, Glyptal enamel, and, of 
course, the sealed mechanism. 


€ ELECTRIC 
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THIS IS YOUR CAMPAIGN 


Florence is telling millions of home- 
makers about the new Florence Ranges. 
Sixteen big-circulation magazines carry 
Florence ads — some featuring Gas 
Ranges, some Oil Ranges, some Bottled 
Gas Ranges. Every ad features you .-- 
the reliable Florence Dealer . . . and tells 
these same millions that they'll find the 
range they want at your store. 

This is your campaign .-- the biggest one Florence has 
ever offered you. It will help you make 1941 the greatest 
year for Florence Ranges your store has ever seen. Get in 
on it now! 


AND THERE’S PLENTY MORE‘ 


A 50/50 plan that shares liberally in the 
cost of your own newspaper and radio ad- 
vertising! 

of pull in 
in all 


New prepared ads with plenty 
them... new product ad-mats ..- - 
sizes! ..- free! 


4 


material in full 


Powerful, attention-compelling display 
color... for your windows and sales floor! 





Sales-making wall hangers that take the ranges apart and 


show all their features! 


Big colored folders for every line, full of swell pictures 


and forceful facts!... free! 










Stock these 
SHEFFIELD 
Spring Sell-Outs ! 















SHEFFIELD 3-STAR 







FLOOR CLEANER SHEFFIELD 
Hesshes “snd’ removes "etd CRACK FILLER 
paint and varnish. Non-shrinkable. For repair- 







ing eracks, crevices, in all 
wood and plaster. 





Big valu 











paste 


Ween in Paste FORM 
WHEN DRY BECOMES 






ind n id Spot 
Stencils Pius the fanest All- Metal 
Counter Display ever offered. Indexed 
Stockkeeper in back of Display. 





SHEFFIELD 
? ~ Paste WOOD 
A brand new % Ib. can 10¢ 
SHEFFIELD ALUMINUM PAINT those, wanting. higher qual” 
ids turnover—an aluminu 
Yeo meutuen Se fret satver leat chrome finish. Neo chalking. ity—stock our 
powdering or discoloring. Y% pts. to 5 gal. cans. 








SPAR AR: 
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SHEFFIELD 





33 cA 

: SHEFFIELD PURE OIL COLORS CREEN ENAMEL 
SHEFFIELD KLEEN-A- BRUSH Ali triple ground in pure linseed oll. 30 standard colors. in Bn Aluminum or Black 
World’s biggest dime brush cleaner value. Cleans right 3 sizes of lithogranhed tubes—also cans. Beautiful Metal Dis- —will not clog the mesh. 
down to the heel. Steady repeater. play Cabinet FREE. Big seller. 


SHEFFIELD also makes 31 other fast sellers. Write for Catalogues and prices. 
158-59 


Pee hc Sheffield Bronze Powders Stencil a 


Cleveland, Ohio 
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QUIET operation in mechanical equipment is the watch- 
word in modern homes of today. It’s a necessity and is 
demanded. MYERS meets this demand. Expert design, 
perfect and continuous lubrication, simple construction 
—all combine to give your customers many years of 
smooth, quiet pump operation. 

Myers Pumps are popular not only for home installa- 
tions but wherever water is to be provided by pressure 
or gravity system. Three types of proven Myers Water 
Systems—Shallow Well, Deep Well and Ejecto—meet 
every requirement for running water in the rural and 
suburban markets. 

Let us tell you how Myers helps you meet modern 
conditions in the modern way. Write for complete 
information. 
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PUMPS WATER MYE ERS. 
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MYERS 
SHALLOW WELL 
PLUNGER TYPE 
WATER SYSTEM 


“€€ Myers helps dealers explain 


hidden mechanical features 
in a thoroughly convincin 

fashion with Blow Up Wall 
Charts. Ask your Myers rep- 
resentative for a set. 





















































MOTOR 
Unusually quiet in operation. 
No Radio Interference. Capaci- Less Friction, Greater Cap- 
tor Type, no Brushes or Comm- acity and Suction, Quiet Op- 
utator to Require Servicing. eration. 


OVERSIZED VALVES AND 
DIRECT WATER WAYS 


CROSSHEAD PIN 


Lona Life, Quiet O 


Hardened Steel, Ground and 
Polished. Extra Size and Pre- 
= octiaiog | Assures 


ECCENTRIC BEARING 
Has Four to Five Times Bear- 
ing Surface Ordinary Crank 
} Assures Long Life, Quiet 





SHAFT BEARINGS 
Through Steel Shaft with 
Self-Oiling, Self-Cleaning 
Bearings at each end. Longer 
Life—No Noise. 


THE F.E.MYERS & BRO. CO. 


ASHLAND. 
BS PUMPS - WATER SYSTEMS - SPRAYERS: HAY TOOLS: DOOR HANGERS 
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As a dealer, your biggest assets are not your equip- 
ment and inventories, but the people you have 
sold. Whether you have ten or ten thousand, your 
owners are your stock in trade. What have you 
to sell them? Can you sell a new refrigerator, 
range, or washer to last year’s buyer? Certainly 
not. Yet, with nothing new to offer them, they 
are frozen assets. . .their good-will means little — 
for years to come. 


Deeptreeze will turn your owners in- 


to buyers. It is the new necessity for the modern 
home. It justifies its purchase by the savings it 
effects and by the better food that it provides. 


1 A new product—revoliution- 
ary and non-competitive — yet 
tried and proven! 

2 An appliance that saves more 
than it costs! You can prove to 
your customers a saving of $10 
to $15 per month. 

3 An appliance that gives better 
living—cheaper! 

4 An appliance that sells easily 
on demonstration! 

5 A unit of sale over $200! 

6 A real—a bankable profit on 
each sale! 


Deeptreeze 
1S ‘going places’—ARE YOU? 


Deeptreeze spent 1940 prov- 


ing its product and its market...and 1941 
will be a year of VOLUME and PROFIT ! 


Deeptreeze é 


has complete national distri- 
bution...large wholesale 
stocks are available for imme- 
diate shipment to your store. 


Deeptreeze 


national advertising is now at 
work. Smart promotional ma- 
terial—usable sales tools — 
direct mail pieces—are all 
ready for use in your store 
and in your territory. In 1941 





































ACT NOW 52333 


eas 


Deepfreeze Division Motor Products Corporation 
2303 Davis Street, Dept. 51-HA, North Chicago, Illinois 

Please send booklet: ““Today’s Opportunity for Ap- 
pliance Dealers.” 






















aggressive Deepfreeze Dealers EN SMEAR EF 1 RS es Be aE PO, Oe 
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Again for ‘41! 


more than 12 Million 


Photo-Dramatic 
Hard-Selling Ads 


Will Bring 
Volume Sales! 


Dealers: 
Extra Iron Profits for '41 
/ New Larger Coleman National Advertising 


Y Photo-Dramatic, Human Interest Style 
a. That Was So Successful This Past Year 


| For Extra Profits Display These Irons 
With 1941 Tie-Up Display Material 


oleman 
Self-Heating 


- IRONS 





















Use Step-Up Profit Plan 
To Increase Profit Per Sale! 


Coleman lrons Are Fast Sellers 






Model 609 - - Retails $6.95 




















Model 4A - - Retaits $5.95 | FA5% 
105% MORE 
- . MOR 
Li ronses |" pronm |_| ESO 
PROFIT! More Sales Still More 
With This Leader Features ! Sales Features! 





Se/} Heatin J IRONS 













—— 

















..» Use Displays To Bring In Customers! 























° “Easy-Glide” . 
base. Operates for only ge chromium 


for a free dem 

onstrati 
— Dealer's now! Ae teres $3 § 
folder yt Coupon today for bis” ‘ 
oe Cut Your Ironing Time Kr 


THE COLEMAN Lamp a cra, 7777 
Wichita, Kane: emit 2 OME CO... Dent. Fi.319 | 

ls Angeles Cau. tga. Philadephia, Pa. 

— —— lei! e 


Coleman 


LS 
eee. 


°—<—.-. 
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Step-Up Your Sales! 
Step-Up Your Profits! 


The Coleman Step-Up Profit Plan for ’41 is SUPER- 
CHARGED by larger, more dramatic Coleman Iron 
advertising. Three popular models. Retail prices as 
low as $3.95. Clip the coupon below to your letter- 
head and mail to Coleman for special facts on how 
to increase your iron profits by building iron sales. 
Order stock of Coleman Irons from your jobber. 











The Coleman Lamp and Stove Company, Dept. HA-12 
Wichita, Kans.; Chicago,1il.; Philadelphia, Pa.; Los Angeles, Calif. 
Please send me, without obligation, facts about 
the new “supercharged-for-’41” Step-Up 
Profit Plan on Coleman Self-Heating Irons. 
Show me how I can build iron sales in our 
store, why and how Coleman Irons should be 
featured for extra profits. I am interested. 
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GAIN in 1941, a group of time-proved Winchester 
.22 rifles will be your best sellers! They have 
what the shooting public wants —that elusive some- 
thing that whispers to a prospective buyer—“Mister, 
take me along. I’m your buddy for life!” 
In bolt action repeaters there’s the Model 69A. New 
improved breech bolt. Short-throw firing pin. Target 
style safety. 5-shot clip magazine. Shoots .22 Long Rifle, 


Long and Short rim fire cartridges interchangeably. 


Model 61 is the popular slide action hammerless re- 
peater. Styled like the famous Winchester Model 12 
repeating shotgun. Closed-in breech. Large-capacity 


BEST SELLERS_ 





Model “69ABolt action 
repeating rifle 


tubular magazine. Shoots .22 Long Rifle, Long and 
Short cartridges interchangeably. 

Then there’s that popular new.22 Automatic—Model 
74—with new action, safety and sighting equipment. 
Large-capacity straight-line magazine. For either .22 
Short or .22 Long Rifle rim fire cartridges—not inter- 
changeable. 

And in single shots—the Model 67. Bolt action. 
Positive 4-way safety that makes it such a popular 
choice. Military type firing-pin lock. Fast, smooth 
working. Shoots .22 Long Rifle, Long and Short car- 
tridges interchangeably. 


PLACE YOUR ORDER EARLY FOR YOUR WINCHESTER FIREARMS FOR 1941 


are 67—Bolt action 


a - 22 


ra SS pee ae 


WINCHESTER 


NEW HAVEN 
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REPEATING 


Division of Wester 


we 61 _slide action , 
hammerless ——— ri e 
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Cartridge Company 


CONN 


U.S.A 








31 


















‘Lbere’s a 
two-fisted punch 
in the Savoil Lin 


The “one-two-punch” that makes the Savoil Line a Championship Line consists of 


QUALITY and PRICE. 





Savoil Quality consists first of eye-catching design . . . gleaming porcelain and 

semi-porcelain finishes . . . flowing sculptured edges . . . modern chrome-and- 

bakelite hardware. Second, Savoil Quality consists of features buyers want 

many models with ovens completely insulated with rockwool . . . ovens big 

enough to hold ten loaves of bread . . . oven doors equipped with easy-to-read Write today for 

heat indicators . . . concealed oiltanks to save floorspace . . . double cooktops The 1941 Savoil Catalog 
permitting cooking on front grates, warming on back grates . . . choice of effici- 

ent Automatic Wickless, or Long-Chimney Wick-Type Burners. The United Stove 
Finally, to help you close more business, Savoil gives you Lower Selling Prices made Company 


possible by the highly-specialized, modern Savoil Factory with over 200,000 square 


Ypsilanti, Michigan 


feet of floorspace. 
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‘,.-Be sure you get 
the ones in the 
red-and-white box” 





Bethlehem Bolts in the attractive, easily-recognized red-and- 
white-labelled box quickly make firm, long-lasting friendships. 


Once a man uses them, it’s pretty hard to get him to accept 























another brand. The clean, accurate threads take care of that. een + 1 are Ma sie 
packaged in pe Les 

» When you take on the Bethlehem line of bolts and nuts you'll pa hae mented the Carriage 

find turnover high and profits substantial. Remember, too, that - ; ‘ 
Yi" upto |5” long |4” long 
this line can bring you profits in other ways: customers coming f;” and 34” up to | 514” long |5!4” long 
: : 7”, 16” and 54” up to | 314” long |4” long 
in for Bethlehem bolts often buy other hardware items, as well. ‘ , shines 2 
Talk to your distributor about putting in popular Bethlehem Some longer bolts are packaged in paper with 


the same attractive label. 


bolts and nuts. 


BETHLEHEM STEEL COMPANY 
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is now available for the car! 


2 j 
Every inch of garage floor space : 
HE National No. 900 Door 
Set employs the modern 
way of raising doors straight up 4 
from the floor and safely park- ; 
ing them overhead with a swift- 3 
moving glide. And just a slight : ( 
finger-tip lift does the trick. 


mE 


The new roomier cars with 
their longer wheelbase require 

Attractive in outside appearance this extra floor space. Hereto- 
fore this valuable floor area has been sacrificed for parking doors where they were con- 
tinually in the way and also were in constant danger of being damaged. 


National No. 900 Door Set 


The door action of the No. 900 is furnished by heavy vertical springs acting as perfect 
counterweights for the garage doors. Rabbeted joints to exclude moisture and a special 





Ra eet See 


Dee oe 


Sey 


cam closing device are noteworthy features which are found exclusively in the National. 


Doors are furnished completely glazed and with most of the hardware already mounted 
in place. Installation is simplified to a three-hour job. Here there is a definite saving 


which will prove of especial interest to your trade. 4 
There is available such a wide variety of both standard and special-size door sets that = 
it is easily possible to accommodate practically every garage requirement. 4 






Why not get full 
particulars today 
and be ready to 
supply your re- 
quests promptly? 


Be SE — There is an ever- . 

a increasing demand _ below—special : ol 

! Lf | for the National ‘“*"@ feewre he 
it He lil iil No. 900 Door Set. a 


pl 
tie 


Above—note 
rabbeted joint 





All hardware mounted on the inside * 


NATIONAL MANUFACTURING COMPANY STERLING 
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THIS COFFEE'S 





5 am handy little mender is an 
old standby in thousands of 
homes. Broken china, furniture, 
toys, models, glassware, are easy 
to fix with Duco Cement. It’s 
practically permanent and prac- 
tically invisible. 

It’s one of the easiest items 
you can sell, too! Every year, 
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Du Pont Duco Cement finds its 
way into thousands of new homes 
in addition to the thousands 
where it’s a regular member. 
Being backed by Du Pont, 
Duco Cement enjoys wide con- 
sumer acceptance. (Millions know 
“made by Du Pont” means add- 
ed value, extra quality.) Set up a 


KEEPS HOMES FROM BREAKING UP 





‘LL MEND THIS CUP 
iN A JIFFY / 


display of Duco Cement and 
watch it sell itself! It’s expert at 
catching extra profits for you! 
Ask your jobber, or write us 
for full information and net prices. 
E. I. du Pont de Nemours & Co. 
(Inc.), Wilmington, Delaware. 


®£6.u. 5. pat. oft 


REG. U.S. PAT. OFF. 


CEMENT 
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A GREAT IDEA FOR 
SELLING MORE ROPE 






Say Over a Thousand 








Hardware Dealers 














Made to Accurately Measure 
Rope Manufactured Only by 


AN Role CO, 


New York 


if 





















Sells mor ‘ 
rope hi This Columbian Rope Merchan- . It's easy to measure rope accurately 
it keeps it diser brings the rope out from hid- on this machine. The large dia! is as 
right in front ing and puts it in front of your simple to read as that of a gas-pump 
of customers Customers—a constant forceful re- Helps you speed up sales—complete 
minder to buy! Check these follow- them faster! 
ing selling features: More than 1,000 of these Merchan- 


%& |t holds ae of sr ee is disers are daily demonstrating their 
t t 
OE ee ee ee ee oe great value to Hardware Dealers. 
through the floor into the display unit. é 
Get yours now. It will help you sell 
tr 't lets your customers see and feel the : 4 
rope they buy . . . helps them deter- more rope in more sizes. Ask your 
mine the correct sizes. Jobber Salesman TODAY. 


COLUMBIAN ROPE COMPANY, Auburn, “The Cordage City, "I. Y. 


COLUMBIAN ste xin: ROPE 
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IN 1941 FRIGIDAIRE DEALERS ARE 
CASHING IN ON AN EVEN GREATER 


b th Mlllin 
AE EOCENE TEE: appa 
Y All-time high in Sales! 


1941 sales to date are biggest in history— ahead of the 1940 
record-breaking pace that reached over 625,000 units. 


Greatest production in history! 


Even at this early date, the Frigidaire refrigerator factory, world’s 
largest, is producing at a FASTER pace than the all-time record 
of 1 refrigerator every 17% seconds manufactured during last 
year’s PEAK SEASON. 


)’ Greatest products in history! 


Inside and out, the 1941 Frigidaires are the most brilliant ever 
built...a fact that has been proved by unprecedented nation-wide 
public acceptance. New Beauty! Usefulness! Economy and Value 
again make Frigidaire the hottest line in the industry! 


Y Greatest Sales Program ever! 


Again in 1941 Frigidaire leads with the most intensive advertising 
and practical sales plans in the industry. Only an organization 
with Frigidaire’s experience and record of Leadership in Action 
could provide a program so effective in meeting each dealer’s 
needs and increasing his sales leadership in his community. 


FRIGIDAIRE DIVISION « General Motors Sales Corporation, Dayton, Ohio 
Frigidaire Electric Appliances + Refrigerators, Ranges and Water Heaters 


Over 6 milion built and sold! 














TOWEL SHELF 


Win new friends and new sales 
National Open House Week 
towels wasn cioths linens hats purs¢ 


.. Ends of bars form six u 


No. 5037— Illustrated- Heavy-duty, square metal bars and frame. Reinforced 


wall brackets. High lustre chrome finish. Size: 9° x 21". Retails at $1.25*. 


No. 2337—Size: 734"' x 18". Round metal bars and frame finished in 


sprayed, baked, gleaming white enamel. Retails at 50c*. 

















Each shelf individually packed, complete with special screws, in attractive mailing 


carton. Packed 12 cartons to a case. Order from your jobber, or write for details. 


“DESIGNED TO MAKE THE PASSER-BUY!” 
COPYRIGHT, 1941, BY THE AUTOYRE CO., OAKVILLE, COMN. 
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Jwo SPECIALS 


pee for NATIONAL HARDWARE “OPEN HOQUSE”’ 
1 New RED DEVIL 


Red Devil Roller 
Skates are packed 


A roller skate with extra eye * 
appeal e New translucent red, 
nickel finish e Streamlined 
toe clamps « Double ball- 
bearing wheels « Sturdy yet 
flexible for easy riding. 


in an attractive 
red and blue dis- 


play box. 


MATCHED TACKLE SET 
2 RODS FOR THE PRICE OF 1 


One 8} foot Fly Rod and one 5 foot 
Casting Rod, matched and balanced. 
Made of seamless tubular steel. Ac- 
tion of bamboo, strength of steel. 
Extremely light weight. Your oppor- 
tunity to interest customers in both 
fly fishing and bait casting. 








Order from your jobber. If he cannot 
supply you, we will give the name 
of your nearest distributor handling 
these “Open House” Specials. 

Jobbers catalog pages and mats available. 


ESRE SAE 
© Cash in on replacement wheel sales HARDWARE COMPANY 


© 24 wheels packed in colorful, handy counter display 
© Gennine Union Hardware double ball bearing wheels 
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No. 7 Skillet 
Top Diameter 974” 


Polished Inside, Top 
—Edge and Handle 





PRE-SEASONED 


ee 


So 
adil 













r because its 
Seasoned. Tell 
Sur Customers the 
new Griswold Pre-Sea- 
soned Ware is ready 
for immediate use! 


/ 





4 , 
/ 







F 1, iA No. 7 Pre-Seasoned No. 7 Satin Chrome Finish Skillet 
, GRISWOLD Skillet REGULAR PRICE $1.85 


REGULAR PRICE 85¢ cpECIAL SELLS AT 
SPECIAL SELLS AT $1.49 
(Prices slightly higher west of the Mississippi) 


FULL PROFIT FOR YOU! FULL PROFIT FOR YOU! 


. . . Display Material and Newspaper Mats. 
THE GRISWOLD MFG. CoO.-:--- Erie. Pa 


(Prices slightly higher west of the Mississippi) 


MILLIONS OF WOMEN KNOW GRISWOLD 
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SELL “PENNVERNON™ 
“WINDOW GLASS” 
.. . NOT JUST W 
: are varying degrees of quality in window glass, as in almost 
4 everything else. That’s why the name “Pennvernon” has come to mean 
, so much. It stands for uniformly high quality in window glass. It assures 
a freedom from distorting defects rare in sheet glass making. It identifies 
a glass that gives good vision, that is bright and reflective of surface on 
both sides of the sheet. And it marks a glass which is nationally known 
| i and nationally available through our many branches and thousands 4 





of dealers. Pittsburgh Plate Glass Company, Grant Bldg., Pittsburgh, Pa. 

















ENNVERNON WINDOW GLASS 
PITTSBURGH PLATE GLASS COMPANY 
‘PITTSBURGH stands for Zualiity Glass and a 
oo - MARCH 6, 1941 41 
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FAMOUS FOR 
PERFORMANCE 


First to be Wrapped 
and SEALED in Cellophane 


Perfect Adhesiveness 
and Tensile Strength 


Strong Distinctive Green Core 


Colorful Attractive Boxes 


A Company in the Insulation 
Business Since 1878 





HAZARD INSULATED WIRE WORKS / 


Division of the Okonite Co. 
Works: Wilkes-Barre, Pennsylvania 





New York Chicago Philadelphia Atlanta Pittsburgh Dallas a 

Buffalo Cleveland St. Louis Boston Detroit Seattle & 

Sold Exclusively Through 4 # 
Washington Birmingham { Los Angeles San Francisco ao) 

§ 


Distributing Wholesalers 
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GUARDIANS OF INDUSTRY 


Throttle the supply of bolts, nuts, machine screws, and other threaded 
industrial fastenings, and our defense program would halt. There is no 
plane, no tank, no gun, no ship, no machine tool, no box car that does 
not contain scores of such important products. For the “lowly” bolt 
and nut and its modifications provide industry with its only standardized 
fastening that may be accurately adjusted and that permits disassembly 
and reassembly ,at will. 

RB&W is continuing plant expansion and product improvement, as 
well as adding to service facilities, in order that the pace of progress 
in the bolt and nut industry may be not only maintained, but substan- 
tially accelerated. 

Since 1845, through years of war and years of peace, through booms 
and depressions, RB & W has provided industry with stable facilities for 
EMPIRE Bolts, Nuts, Rivets, and other Threaded Industrial Fastenings. 
In the future, as well as in the past, RB&W quality and RB& W 
service will be maintained. 


RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 


PORT CHESTER, N.Y. ROCK FALLS, ILL. CORAOPOLIS, PA. 





ie cr 
MONEY MAKING OPEN 
HOUSE DRA\VE ON WIDELY 


A ED HAND NDY — 
FILE AT NEW BARGAIN 


PRICE THAT BRINGS YoU 
CULL RETAIL PROFIT! | 
(bay only wy 00a don, PHONE \N IRE 


der ORWRITE 
> Chk foe G 3 oVU a 5 youre Ji ane 


’ od olare AT UNCE “ 7] 
la Caan, @ 10° o+ ey HANDY FILE 


comes in Special One- 
dozen Display Carton 
for “Open House” 
featuring. Prominent 
advertising in The Sat- 
urday Evening Post, 
Country Gentleman, 
Popular Mechanics and 
Popular Science helps 
bring in the customers. 

Price reduction to 
25c (from former 35c) 
multiplies its selling 
attractiveness. For fur- 
ther details, refer to last 
month’s advertisement 
in this publication. 


™ a 
Fastest selling 25¢ tool NICHOLSON FILE COMPANY 
item you can find! PROVIDENCE, R. 1., U. S. A. 


(Also Canadian Plant, Port Hope, Ont.) 
ALSO AVAILABLE IN BLACK DIAMOND BRAND 


NICHOLSON FILES (29 Su.o0": 
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To YO 


se varied mats Handy Chain: 


Note the ¢ Elwel No. 


ysefulness © 

SAFETY CHAIN 
For House. 

and Farm Trailers 


ING CHAIN 
mall Boats 






MOOR 
For S 


SAFETY CHAIN 
For Outboard —_ 


ASTEN GATES"; 


F 
= SECURELY 


HALTER CHAIN 


BARRIER CHAIN 
For Gateways 


o Lock uP 
VO ICYCLES 


BUNDLING 
Material in Factories 


203 - ui hain- 
ELWweEL No. merica ple ¢ 
in all parts < ANDY CHAIN gets eechases. 


ie 


AMERICAN CHATTY ina ® 


AMERICAN CHAIN & CABLE COMPANY, Inc. 


ESSENTIAL PRODUCTS ... AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 
WEED Tire Chains, ACCO Malleable Iron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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Co-ops on Tour :— 
Says a news release of the Co- 
operative League News Service. 
dated Jan. 30, 1941 
“The first national tour of 
consumer cooperatives in the 
United States will be held June 
30 to July 13 under the spon- 
sorship of The Cooperative 
League of the U. S. A. The 
2600-mile jaunt will make it 
possible for interested educa- 
tors, ministers, students, labor. 
farm and cooperative leaders to 
see in action many of the major 
cooperatives in this country.” 
The trip includes special stops 
at Columbus, Ohio; Indianapolis. 
Ind.; Chicago, IIl.; Racine, Wis.: 
Kenosha, Wis.; Madison, Wis.; 
Virginia, Minn.; Superiar, Wis.: 
Minneapolis, Minn.; St. Paul, 
Minn.; Granger, lowa; N. Kansas 
City, Kan.; Pittsburgh, Kan., etc. 
All of these points are promi- 
nently identified with the Con- 
sumer Cooperative movement in 
this country. This activity is one 
more mark of progress that this 
form of competition is developing 
-largely at the expense of tax- 
paying: merchants whose very 
taxes are often, in part, financing 
the growth of the Co-op program 
—either through the fact of tax 
exemptions or preferences enjoyed 
or through direct aid from county. 
state or other farm agents who are 
paid from the public purse. 


School 
Pro paganda:— 


Throughout the entire develop- 
ment of the Co-op movement there 
has been widespread support of 
the idea by colleges, schools, etc., 
many of which are also supported 
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in part or in full by public monies. 
In the same mailing as the tour 
story is a news release from Mad- 
ison, Wis., reading in part as fol- 
lows: 

“The facts of the cooperative 
movement should be taught 
more widely in Wisconsin 
schools, more short courses and 
institutes should be held, and 
workers’ education should be 
promoted, concluded the Third 
Biennial Education Conference 
of labor-farmer-cooperative 
groups held here, Jan. 17 and 
18. The conference, declared 
by The Cooperative Builder to 
be unique among the states, 
brought together representatives 
of the Wisconsin Federation of 
Labor, the railroad _brother- 
hoods, Farmers’ Equity Union, 
Wisconsin Federation of Teach- 
ers, Midland Cooperative 
Wholesale and Central Cooper- 
ative Wholesale. Also present 
were representatives of the Na- 
tional Youth Administration, 
WPA, the Wisconsin Depart- 
ment of Agriculture, state de- 
partment of vocational and 
adult education and the state 
department of public instruc- 
tion.” 


Note the publicly supported 





units represented and remember 


that part of this cost comes out of 
your pocket to help foster a plan 
which robs you of business. 


Church 
Propaganda:— 


Another disquieting phase of 
the support enjoyed by the Con- 
sumer Cooperative movement is 
the help that comes from various 
churches. For example, I quote 
from a recent bulletin (dated Sun- 
day. Feb. 9, 1941) of the Union 
Congregational Church, Richmond 
Hill, N. Y., the following an- 
nouncement: 

“8:15 p.m. FRIENDS will hear 

Mr. A. Goldstein speak on the 

Cooperative Movement. Mr. 

Goldstein helped organize one 

of the oldest and best campus 

co-ops at the University of 

Chicago, is a graduate of Roch- 

dale Institute, and is now with 

the Friends Service Committee 
and the Farm Bureau Coop- 
erative Insurance Companies. 

Everyone is cordially invited to 

attend.” 

Although I have lived in Rich- 
mond Hill and nearby points 
since 1909, I have never met the 
Rev. A. J. MacKenzie, D.D., min- 
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ister of this church, nor his assis- 
tant, John D. Banks, B.D. People 
who know both men consider them 
outstanding citizens and genuine 
assets to the community. Most 
ministers are—but I do raise the 
question of the fairness of such 
propaganda lectures unless offset 
by some equally talented and vo- 


been developed and annoyed to 
find out how many of them hit 
your own business directly and 
indirectly. 


“Sizzlemanshi Pp i— 


Elmer Wheeler, president of 
Tested Selling Institute, New York 


ship.” It means superior selling 
or, in Mr. Wheeler’s own words. 
“A ‘sizzle’ plus salesmanship 
equals ‘Sizzlemanship.’ It’s the 
kind of sales effort that clicks, the 
kind that gets the results you are 
after.” Nationally known sales 
counselor, lecturer and author, 
Mr. Wheeler numbers among his 








cal supporter of the profit system. City, coined the word “Sizzleman- (Continued on page 96) is iF 
For, after all, I believe that the fe 4 
not too munificent salaries paid Z 


ministers are obtained through the 
collection of money at services, 
through donations and the profits 
on fairs, entertainments, etc., to 
all of which local tax-paying, profit 
system merchants frequently, if 
not always, contribute. The money 
that supports churches, and all 
-the good work they do, comes 
from the money that can be spared 
from funds earned through profit 
system enterprises of one kind or 
another. Therefore, among many 
churches as well as many schools, 
business men are contributing 
their own hard-earned money to 
help spread a form of propaganda 
which, if sufficiently successful, 
will partially eliminate part of 
each community’s tax-pay ing, 
profit system supporters of all 
good local work including the very 
churches and schools under dis- 
cussion. 
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California 


Taxes:— 
The Los Angeles Chamber of 


Commerce, Los Angeles, Cal., has 
issued a tax calendar which lists 
212 Federal, State, county and 
other taxes levied against business 
houses and individuals in that 
state. The due dates are also indi- 
cated and the entire calendar, 
printed in fairly small-sized type, 
approximates the size of a stand- 
ard, full-sized newspaper page. A 
request to the Los Angeles Cham- 
ber of Commerce will bring one 
of these tax calendars to you with 
additional tax data of equal inter- 
est. If you decide to obtain one of 
these tax lists, I suggest that you 
hand it over to your local cham- 
ber of commerce for comparison 
with the taxes you have to pay in 
the place where you live. You will 
likely be amazed to learn how 
many different tax schemes have 














“iF WE CAN PROVE THE LIGHT GOES OUT WHEN THE 
DOOR CLOSES HELL BUY IT” 


THE ORIGINAL DRAWING OF THIS CARTOON (size 13 x 13 in.), ; 
suitably mounted for use in window or other hardware store displays is g 
available and will be sent, without charge, to the first reader sending 5 3 
cents postage to cover mailing costs. Ask for HARDWARE AGE CAR- 
TOON NO. 6 and send your request to Cartoon Editor, HARDWARE 
AGE, 100 East 42nd St., New York City. The next 100 requests received 
will bring an attractive offset reproduction of the complete original 
drawing, equally suitable for use in a <a or interior display. (Size 
13 x 13 in. 
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Fish from local waters and from far distant points 
add to the interest of this fishing tackle display. 


l. Coraopolis, Pa., a 


town of 11,000 population, the 
Coraopolis Hardware Co. enjoys 
two or more turnovers a year on a 
fishing tackle stock valued at about 
$500. Competitively priced and 
higher quality fishing tackle and 
accessories are handled to attract 
the youngster with limited spend- 
ing money and the angler, who has 
both the means and the desire to 
spend real money for equipment. 
a Eye-catching window displays, 
well-rounded stocks of fishing 
tackle and accessories and partici- 
pation in a cooperative fishing con- 
test are all factors which help this 
store enjoy this worth while vol- 
ume. The fishing prowess of 
Joseph F. Sweterlitsch, one of the 
partners, and the fact that the 
store can provide fishing and hunt- 
ing licenses, also help to interest 
fishermen in the store’s stock. 
Martin S. Henning, one of the 
partners, says, “We sell both hunt- 
ing and fishing licenses and while 
there’s no money in their sale, this 
pleases people as it saves them the 
trouble of going to the court house 
or to Pittsburgh. Hunting licenses 
sell for $2 and fishing licenses cost 
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A wide range of equipment for local anglers and for 
those “passing through” is displayed in this section. 


$1.00. A lot of people from this 
district go to Canada to fish and 
they want good equipment.” 

At least twice a year interesting 
window displays are used to at- 
tract local anglers, including those 
whose favorite fishing spots are 
near home and those real sports- 
men having both the desire and 
the means for traveling many 
miles away for fishing trips. 
Mounted specimens of good 
catches, made by local fans while 
in Florida, Canada, and other far 
away points, are shown in these 
windows as well as locally caught 
“big fellows.” Included in these 
exhibits of fishing skill are some 
of the good-sized fish landed by 
Mr. Sweterlitsch. 

In cooperation with a group of 
approximately 200 other hardware 
dealers the store has participated. 
for two years, in a fishing contest 
covering the period from April 15 
to Nov. 1. Awards, in the contest. 
were made for the best and second 
best specimens of muskellunge, 
small-mouth bass, large-mouth 
bass, wall-eyed pike and crappies. 
Entrants were not obliged to 
make any purchases, the only re- 
quirement being that fish to be 
entered in the contest be brought 
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into one of the cooperating stores 


for measuring and weighing. The 
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further prov'sion was made that 
there would be but one prize to 
an entrant. 
Fishing tackle window displays 
(Continued on page 116) 
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in fact, everything for the 
fisherman but the fish! 








MOUNTED FISH DISPLAY 
See our window displaying mounted fish. Some fine 
specimens taken by local anglers 
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“Before you invest—investigate”’ 
is good advice. And if you have 
any possible doubts as to its 
value—just read this article 





D. you, Mr. Hard- 


ware Dealer, realize that untold 
thousands of dollars are being 
taken out of your community each 
year by racketeers? I do not refer 
to the old-time prohibition gang- 
ster, but to the smooth transient 
peddler or solicitor who stops in 
your town or shopping district 
if you let him—to fleece the resi- 
dents out of money that would 
otherwise come into your cash reg- 
ister and the cash registers of your 
fellow merchants. 

These gyps prey on all classes 
of people. They victimize the 
housewife at her front door, the 
professional man in his consulting 
room, the filling station man at his 
pumps, and the hardware dealer 
across his counter. Your local 
chamber of commerce advises, “Be- 
fore you invest—investigate!”’ but 
despite this warning, too many of 





us continue to shell out for things 
we never will receive or to sign on 
dotted lines before we read. 

Following are some of the more 
common rackets and their meth- 
ods. You can benefit yourself and 
gain the good will of your cus- 
tomers by showing this article 
around. It will help to put people 
on their guard and it may result in 
bringing back some of the dollars 
lost to gyp operators. 

The Telephone Solicitor has a 
smooth, persuasive, fast line of 
talk. Tell him, “If your business 
with me is worth a call, it is worth 
a personal call.” Don’t buy a pig 
in a poke. 

Charity Bandits is the name ap- 
plied to persons who travel about 
securing sponsorship of local clubs 
for cook books, year books, menu 
covers, church song books, school 
equipment, and so on. The pro- 


“You may feel 
sorry for the 
injured custom- 
er who offers 
a check. You 
may feel sor- 
rier later on.” 








By LAWRENCE A. KEATING 


moter promises profit to the spon- 
soring group but usually he is the 
only one to make money. Local 
organizations should be extremely 
cautious in permitting use of their 
names. When a promoter hesitates 
about having his project thor- 
oughly investigated, there is al- 
most always something crooked 
about it. 

Collection Agencies can be good 
or bad. We are not here concerned 
with legitimate agencies. But now 
and again an agency charges for 
collections more than the sums 
collected. The merchant finds him- 
self billed for the difference. 
Checking over his contract, he 
finds that he is compelled to pay 
the fees demanded. Why didn’t he 
read that contract before sign- 
ing it? 

Time Books, Year Books, Radio 
Logs, etc., are represented by high- 
pressure salesmen who glamorize 
the alleged advertising pull. The 
actual advertising value is often 
very small. Often a merchant pays 
for advertising and never gets it. 
One racketeer in this line confessed 
that he made $100 a day collecting 
for advertising in non-existent 
business directories and year 
books. 

Sheriffs’ and Peace Officers’ 
Magazines have, in recent years, 
become favorite devices of gyp 
artists. Sometimes such magazines 
are promoted by slickers who have 
no authority whatever for their 
activities. In some instances rack- 
eteers have gone so far as to hold 
conventions at which a few puz- 
zled peace officers were present 
and for which thousands of dol- 
lars worth of advertising was sold. 
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School Publications should be 
the subject of conference between 
chamber of commerce officials and 
school authorities. Some promoter 
may take hold, sell more ads than 
the publications can print, get his 
commissions from the first money 
to come in, and leave town. The 
advertising is of doubtful value 
except in good will. Some com- 
munities have stopped all school 
paper advertising. 

Road Maps with blank spaces 
for insertion of your firm name 
are a favorite peddling article 
these days. But in view of the free 
maps already offered by oil com- 
panies, motor clubs, and _ hotels, 
expert opinion is that the demand 
is well met, and further extension 
of the scheme is probably a waste 
of money. 

Time Clock and Bulletin Board 
Space in offices and factories, is 
alleged by the smooth stranger 
to be invaluable for advertising. 
Some of these slickers go so far 
as to threaten “unless you adver- 
tise with us, you may be boy- 
cotted”—hinting that unions will 
do the boycotting. This is mere 
bluster. The advertising is of lit- 
tle, if any, value unless your prod- 
uct is in especial demand at the 
place advertised. 

Trading Books and Coupons are 
all right if handled by a local firm 
after approval of the chamber of 
commerce. But the promoter who 


sucks in a merchant on trading 
books and coupons makes his 
profit two ways. He charges the 
the merchant for handling the con- 
tract and supplying the prizes. 
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“Before you invest—investigate.” 


and he sells coupons to customers 
—and then perhaps fails to make 
good. "Nuff said. 

Cripples With Insurance Checks 
may spirit the greenbacks out of 
your till. You feel sorry for the 
injured customer who timidly of- 
fers a check, voucher, or draft. 
You may feel sorrier for yourself 
later when you discover that the 
insurance company whose name 
appears on the check does not 
exist, or claims a forgery. One 
operator in this racket admitted 
that he bought forged and fictitious 
checks from an organization in 


Chicago. Unless you know the firm 
alleged to have issued the check, 
and have seen the cripple offering 
it before—investigate! 

Club Schemes where you pay 
now for merchandise or service to 
be delivered later, are likely to be 
swindles. Steer clear of them when 
run by persons you don’t know, at 
least until you have ’phoned your 
chamber of commerce. 

Going Out of Business at least 
once a month was the occupation 
of a gentleman now a long-term 
guest of the State of Illinois. The 
closing-out racket is old. It brings 
inferior merchandise into town. It 
hurts public confidence in legiti- 
mate firms who may some day 
want to sell out honestly. Many 
cities have ordinances against this 
racket. Has yours? 

Territorial Rights in a good 
product are fine to have. But many 
a sucker has been “taken” for 
hundreds of dollars required to be 
put down for good faith to repre- 
sent an out-of-town concern. Often 
this deal includes further pay- 
ments, and if you don’t meet them 
promptly you lose your invest- 
ment. Before you take on terri- 
torial rights, learn the firm’s his- 
tory and reputation through your 
chamber of commerce. 

Remember, Mr. Hardware 
Dealer, you will be safer if you 
play safe. Before you invest—in- 
vestigate! 





ATTRACTIVE EASTER GIFTWARES WINDOW 





Traditional Easter themes were happily combined in this display of giftwares for Easter installed last year 


by the Ott Hardware Co., Santa Barbara, Cal. 
lighted shadow boxes which suggested beautiful church windows. 
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Warm orchid tones were used in the backgrounds of the 
Charles F. Edwards is the display manager. 
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Presenting Our Guest Editor 
WILLIAM E. CROSS 


Vice-President and Treasurer 
Clemson Bros., Inc., 
Middletown, N. Y. 


Whose Subject Is 


Loyalty - - a Positive Asset 


HE subject of man- 


ufacturer - wholesaler - retailer loy- 
alty appears to me to be worthy 
of greater consideration than it is 
sometimes given. This loyalty 
should operate not only because of 
the dependence of the wholesaler 
on the manufacturer or of the 
dealer on the wholesaler. but 
should be of the same spontaneous 
type that follows square dealing, 
individual appreciation or the 
thousand and one ways daily evi- 
denced in manufacturer-whole- 
saler-dealer business transactions. 
Loyalty follows confidence. It 
operates automatically for mutual 
benefit after every evidence of 
genuine faith in each other has 
been definitely established. There 
seems to be too little thought given 
to dependability and too little 
consideration to reliability and 
the age-old axiom, “like attracts 
like.” 


When a manufacturer trades the 
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loyalty of a distributor for the 
insecurity of glittering promised 
volume of another wholesaler that 
volume may fail to materialize. 
Through such failures wholesaler 
belief in manufacturers is de- 
stroyed. A manufacturer, who in- 
stitutes varying price structure to 
a single class of wholesalers, fails 
to consider the havoc he creates 
for the one wholesaler whom he 
may have tried to help. The 
manufacturer who operates with 
little or no sales policy has little 
or no chance to be loyal to the 
wholesaler. Confidence cannot be 
put in an unknown quantity; 
hence such a manufacturer cannot 
even be loyal to himself. Where 
there is no loyalty evidenced by 
the manufacturer, there is no de- 
pendability to be expected from 
the distributor. The example 
must be shown at the fountain 
head—the manufacturer. 
Wholesalers lacking in appreci- 
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WILLIAM E. CROSS 


ation of the loyal considerations 
of the manufacturer destroy all 
the benefits which could accrue to 
them in their future dealings with 
those manufacturers. Wholesalers 
should give much more thought 
and some evident action towards 
promoting loyalty on the part of 
the manufacturer. 

Then, too, some wholesalers are 
prone to place price first, without 
any consideration of the loyalty of 
the manufacturer. Money, as the 
root of all evil, has plenty of exer- 
cise with the price jobber who 
overlooks all else while spending 
most of his business life in the 
counting house. No loyalty can 
be attracted to a manufacturer- 
wholesaler alliance unless the 
wholesaler affords it atmosphere 
in which to expand. Wholesalers 
most certainly cannot hope for 
better and improved relationship 
with manufacturers if they ignore 
completely the sales policies of 
manufacturers with whom they 
transact business. Once again, | 
state that to correct a situation we 

(Continued on page 60) 
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Kerr Gets the Jump on 
the Outboard Motor Season 


Michigan firm used both display 
and advertising and sold 15 in 
advance of local fishing season 


S owinc outboard 


motors well in advance of the sea- 
son at the Kerr Hardware Co., of 
Coldwater, a city of approximate- 
ly 7000 population located in the 
southern part of Michigan, re- 
sulted in the sale of 15 new ma- 
chines two weeks before the fish- 
ing season opened. Most of these 
sales were made to local residents. 
The largest volume on outboard 
motors during the season comes 
from tourists who pass through 
the state on their way to fishing 
and vacation places, according to 
Dan R. Jones, manager of this 
department. 

“Tourists passing through or 
spending vacations in our com- 
munity have most of their vaca- 
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Outdoor displays attract 
the most attention and 
account for the greatest 
number of new prospects. 


tion items. The one thing they 
do not have is an outboard motor 
and, if they plan to do consider- 
able fishing, this additional equip- 
ment adds much to the pleasure 
of the vacation,” says Mr. Jones. 
“Most of the sales to out-of-town 
people are made under these con- 
ditions. 

“Practically all sales to local 
residents involve a trade-in of an 
old motor. We are glad to take 
old motors in on new machines 
for there is a ready market for 
these items among residents who 
cannot afford a new outboard mo- 
tor. Each motor taken on a trade- 
in is completely reconditioned in 
our own shops before it is sold. 
These motors sell for from $25.00 





Johnson 
peaeieree 
THE KERR: 
HARDWARE 
PAPC 


Popular priced motors are fea- 
tured in newspaper ads. Layout 
suggestions and cuts are _ sup- 
plied by the manufacturer. The 
price in this case was removed 
as the ad was used a year ago. 
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to $35.00. New motors range in 
price from $49.50 to $273.00. 
Many times we have a waiting 
list for used motors. Some of the 
old ones taken as trade-ins are not 
worth fixing up. In these cases, 
we price them at our cost price 
and sell them without a guar- 
antee. 

“Demonstrations of the motor 
are important in making sales, al- 
though many sales are made on 
the reputation of the product and 
the store alone. A wooden barrel 
filled with water to which the mo- 
tor is attached enables the cus- 
tomer to see how the machine 
starts and performs in the water. 
Demonstrations on actual boats in 
the lake are given, but these are 
usually nothing more than a brief 
try out mainly for the customer’s 
benefit and so we can see that the 
motor is properly adjusted.” 


Newspaper advertising is used 
effectively in promoting the sale 
of outboard motors. Cuts and 
complete layouts are supplied by 
the motor manufacturers. The 
popular priced models are fea- 
tured in most advertisements. 
Brightly colored metal signs ap- 
proximately 14 by 20 in. in size 
are tacked up in prominent spots 
around boat liveries. These signs 
feature the brand of the motor 
and the dealer’s name. 

Store display is important in 
selling this line. The type that se- 
cures the most attention and gets 
the greatest number of prospects 
is the display of motors on the 
sidewalk outside the entrance of 
the store. Five or more motors 
are usually shown outside. Inside 
the store from eight to 12 are on 
display most of the time. 





KENNEL DISPLAY AROUSES INTEREST 
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Here’s the window display Pettee’s, Oklahoma City, Okla., used to 

open their new kennel shop with represented items being featured 

by dog beds from display and by a hand-made model bed complete 

with mattress as carved by a local hobbyist shown in the lower left 

of the display. A picture of the miniature bed maker and his work- 
shop is set before the bed itself. 
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Formula for 
Prosperity 


F the average salesman actually 

worked and talked to prospects 
as many hours as a_ bookkeeper 
works on his books, this country 
wouldn’t have enough factories to 
make the goods that could be sold. 

This simple formula for prosperity 
was advanced by George S. May, 
chairman of the board of trustees of 
the George S. May Business Foun- 
dation, in a discussion of the faults 
of American business before a recent 
meeting of the extension workers at 
the University of Illinois, Urbana. 
Ill. His subject was, “What I Think 
of American Business.” 

The average salesman, Mr. May 
said, spends less than two hours a 
day actually selling his wares to 
prospects. This is due, he concluded. 
to improper training. In the field of 
advertising, Mr. May criticized busi- 
nessmen for a lack of persistence. 

“The average industrialist who 
starts on a campaign of advertising,” 
he said, “does not stay with it long 
enough to make it really profitable. 
\ great many concerns cut a big 
splurge and run a series of adver- 
tisements and then quit, saying. per- 
haps, that the advertising didn’t pay. 
Advertising to be profitable must be 
persistent and appropriations should 
be heaviest when times are bad. 

“The average executive in my 
opinion,” he said, “is overpaid, al- 
though many, including men earning 
upwards of $100,000 a year, are not 
getting all they deserve. I believe 
that every executive, whose salary 
is now $5,000 a year or more, should 
be placed on a lower salary, but 
with a bonus or incentive plan which 
will enable him to make up the dif- 
ference, and much more, if he gets 
the right kind of results.” 


For Defense! 
66 HEN I am asked by the 


many organizations and in- 
dividuals who come to me or write 
daily ‘What can we do for defense?’ 
I have one answer always ready. To 
every organization which is doing a 
job that contributes to the well- 
being of our people, the soundness 
of our economy, and the effective- 
ness of our democracy, I can say, 
‘The first and most important thing 
which you can do for defense is to 
go on with what you are doing- 
only do it better than ever before.” 
Harriet Exxiott, National Defense 
Advisory Commission. 
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A quite unusual hobby which occupies the spare time of 
G. K. Anderson, proprietor, Gulf Coast Hardware Co., Gulf- 
port, Miss., is marksmanship -—in the form of pictures 
“sketched” in metal plates at 30 yards with a high-powered 
target rifle. During his spare time Mr. Anderson has turned 
out pictures of famous American statesmen, local celebrities, 
and others. Here he is with a 2 by 3 ft. plate of heavy tin, 
on which the Indian head found on buffalo nickels has been 
formed by 200 rifle shots, three of which formed the eye. 
Results of this marksmanship are placed in the Gulf Coast 
Hardware Co. display windows and serve to focus hunting 
interest to the advantage of the store. 








William Dixon Bell, Claremont, Cal., hardware dealer, 
continues to operate his store and write fiction, at the 
age of 75, although he admits “the store is my meal 
ticket.” Here he is writing the first draft of a book. 
He recently wrote “Trailed By G-Men,” an adventure 
story for boys, of which he says, “It has no guns, kill- 
ing nor sex, but it's thrilling just the same. It contains 
75,000 words and was written in six weeks on orders 
from a publisher, who declared it was exceptionally 
well done. My writing does not interfere with my store 
work. I have used spare times and dull times for 
writing. I hang to the ‘teen age books at present 
because I like to write stories for boys. Before writing 
juveniles I wrote western stories, and have sold some 
250,000 words to western magazines. Occasionally | 
write a western story now. Four of my books have 
girls in them, but no love. Two books were written 
entirely for boys.’ His books include “The Searchers,” 
“The Moon Colony,” “The Secret of Tibet” and “The 
Sacred Scimitar.” His serials include “Bucking the 
Border,” “Red Whiskered Buckaroos,”” and “Bowlegged 
Calladay.” 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALE RS, MANUFACTURERS AND THEIR SALESMEN. 
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Poems Make Collection of 
Small Accounts Easy 





MARY E. RAUB 


Sais charge ac- 


counts are pests which take the 
joy out of living for many a retail 
store owner, especially when they 
are unpaid for several months. 
There is absolutely no profit in 
carrying them—really it would 
often be cheaper to charge them 
off after the first month. It is im- 
possible to eliminate these, how- 
ever, unless a strict cash policy is 
followed as small accounts some- 
times grow into larger ones. 

The hackneyed notices “Past 
Due—-Please Remit” have no ef- 
fect whatsoever, but something a 
little more original can make the 
collections both painless and fruit- 
ful. The following have been used 
very successfully by Joseph L. 
Raub, New London, Conn., for the 
past six months, and other dealers 
might find them equally good. 

No. 1 is typed on statements 
when the account is two months 
old. This has brought returns from 
60 per cent of the people who just 
forget about paying. 


No. 1 


Little bills a-running, 
Soon are overdue, 
We'd like to see this balanced, 
Say—wouldn’t you? 
A check by return mail will do it. 
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Series of small verses get 
results for Joseph L. Raub, 
New London, Conn. Number | 


is 60 per cent efficient 


By MARY E. RAUB 


No. 2 goes on statements to those 
who didn’t answer No. 1. 


No, 2 


Yes, this bill is overdue 
Overlooked it, didn’t you? 

If today your check you'll sign, 
Then we'll both be feeling fine. 
; Thank You! 


If No. 2 brings no response, 
then No. 3 is sent. 


No. Po 


Accounts grow old, 
Then friendship’s cold, 
And this is long past due. 
But if—by heck! 
You send a check, 
We'll still be friends with ycu. 
Do It Now! 


The few accounts left unpaid 
after this are probably “dead 
beats” and will have to be called 
on personally to get a settlement. 


. Credit Man’s Creed 


1—I believe that everything I do 
tends to accelerate or retard the 
speed of the sales department. 

2--That the salesman and I are 
teammates with a single thought— 
to complete profitable sales. 

3—I know he is aware that a sale 
is not complete until a collection has 
been made, that he will not be timid 
about asking for money when an 
account becomes past due. 

4—I know there is an investment 
of sales time and expense in every 
order received, that delays are dis- 
couraging and may result in the loss 
of business. 

5—I will make it my business to 
understand all the problems of the 
salesmen and the agents, and assist 
them in every possible way. 


6—I believe salesmen realize the 
importance of gathering full and ac- 
curate credit information, and that 
such thoroughness will result in 
prompt credit rulings. 

7—I realize that there are fre- 
quently sales factors which influence 
credit decisions, and give them full 
consideration. 

8—Through devising ways and 
means of selling borderline credit 
risks with reasonable safety, I show 
the management that I, too, am a 
salesman. 

9—I am neither timid nor reck- 
less, but maintain a sound credit and 
collection policy with the object of 
handling a maximum amount of 
sales with a minimum of credit 
losses and expenses. 

—Printers’ Ink 
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Sales of Pl 
700 Per Ce 


Suis of plant food 


increased nearly 700 per cent dur- 
ing the last three years at the 
Walker Company store as a result 
of pre-season promotional efforts. 
And one of the most effective pro- 
motions used to date was the early 
selling campaign of last March 
which not only boosted sales for 






t the foot 





a table a 


re-season display is on 4 t miss it. 
at stairway. Customers just can 


the month more than 500 per cent 
but also made it possible for each 
and every employee to earn more 
money. This store is located in 
the avenue district of Oak Park, 
Ill., suburb of Chicago, a residen- 
tial city with a population of more 
than 70,000. 


“Our pre-season plant food cam- 


The Walker Company of Oak Park 
Ill., gets results by starting 
the season early and by keeping 
up its advertising of all kinds 
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ant Food Grow 
nt in Three Years 


paign last March was one of the 
most successful things we have 
ever tried,” said E. C. Miller, man- 
ager of the hardware department. 
“We paid a commission of 5 pei 
cent to every salesman on every 
sale of plant food made during that 
month. All were fully informed 
on the advantages of early feed 
ing of lawns and told an interest- 
ing story to customers about the 
results that could be expected. 
They were certainly convincing 
for sales of plant food for the 
month exceeded our highest ex- 
pectations. This effort enabled us 
to get the jump on competition 
and to impress upon customers 
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The display is installed early 
in the season. Manufacturers’ 
helps are always used there. 


that they should come to our store 
for this merchandise during the 
year. 

“A display of plant food alone 
was shown on a table in the store 
about the first of March also. This 
was located near the foot of the 
stairway to the basement. Every 
customer coming to this depart- 
ment couldn’t help but see the dis- 
play. Many who thought this mer- 
chandise out of season were greatly 
impressed when a salesman told 
them that this was one of the best 
times to apply plant food to the 
lawn.” 

Advertising was also an impor- 
tant aid in promoting sales of 
plant food. Direct-mail, circulars 
and newspapers were used. More 
than 25,000 circulars were dis- 
tributed in the community, and 
over 2000 gardening letters were 
mailed to a select list of customers. 
Folders on the advantages of early 
feeding of plant food were en- 
closed with statements one month. 
And, practically all newspaper ad- 
vertisements in April and May 
made some reference to plant food. 

Rental of plant food spreaders 
is quite a business with this firm. 
More than 25 spreaders are avail- 
able during the season and may be 
rented by customers at a cost of 
25 cents per day. A person who 
buys 100 Ibs. of plant food or 
more is usually interested in rent- 
ing or buying a spreader. 

“Many times the rental turns out 
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to be a sale,” said Mr. Miller. “We 
charge the spreader to the cus- 
tomer when it is delivered. Often 
he keeps it for several days and 
when this occurs he usually de- 
cides to keep it inasmuch as it is 
already partly paid for. Quite a 
large portion of the spreaders 
rented are sold in this manner. The 
used spreaders on hand can be 
easily disposed of at lowered prices 
toward the end of the season. The 
spreader which we rent sells for 
$2.95.” 

As the season progresses, win- 
dow displays and more complete 
store displays are set up. These 
are usually installed about the first 
of April. Other lawn and garden 
supplies are shown although con- 
siderable emphasis is placed upon 
plant food. 

During the spring sale which is 


held each year, a half-page, full- 
color, insert on plant food is in- 
cluded with the regular advertis- 
ing material. This always compels 
attention with the result that sales 
are exceptionally good during this 
event. 

Large users of plant food are 
not overlooked. Some salesmen of 
the store have contacts with in- 
dividuals connected with institu- 
tions and factories in the section. 
These concerns are big users of 
plant food. In most cases a tele- 
phone call is all that is necessary 
to secure this business and these 
contacts are made quite early in 
the season. 

Mr. Miller is always devising 
new ways to build more volume in 
his department and in most of 
these plans the salespeople are 
able to earn more money. 





Loyalty—a 


Positive Asset 


(Continued from page 54) 


must start at the founain head, 
which, in this case, is the manufac- 
turer. And how can the desired 
conditions prevail in the whole- 
saler’s dealings with the manufac- 
turer unless the wholesaler first 
determines on what basis or policy 
the manufacturer operates? 

Was there ever a time in the 
history of the world when confi- 
dence, loyalty, dependability and 


reliability were so desired to bring 
about conditions in which we 
could all live and go about our 
daily tasks in peace, happiness and 
harmony? Let manufacturers and 
wholesalers set the example for 
the dealers, who are, in the last 
analysis, dependent for their well- 
being upon the business relation- 
ship set by the manufacturer with 
the distributor. 





TWO ADS THAT STOPPED ’EM 


his Simple-- 
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Speed your delivery! 


—and we’ 
= o re glad to make Prompt deliver 
y item you Wwant—large Or small! , 


come down 


Phone and Paha for it 


elivery 


Worth St, 
1133 u. Water $t. 


Phone 4306 





Here’s two advertisements of Black’s, Decatur, IIll., which tell consum- 
ers of the prompt delivery service supplied by the store. Promote ser- 
vices of this type offered by your company that are not available from 
competitors and many additional sales will come your way. 
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Electric Fence Controllers 
Are a Major Line Here 


Helm Bros., Elgin, IlIl., 
finds that they are 
profitable, occupy but 
little space and do 
not require service 


Electric fence 
controllers are 
shown 
on a wire stand 
which is 
the front 


usually 


ALES of approxi- 
mately $1,500.00 a year in electric 
fence controllers and accessories 
have been developed by Helm 
Bros. of Elgin, a city with approx- 
imately 38,170 population — in 
northern Illinois. This firm re- 
ports that this merchandise is 
profitable, requires very little dis- 
play space and has a decidedly 
low inventory investment. It is 
not necessary to install the con- 
trollers and service work is prac- 
tically unknown. 

“The majority of our fence 
controller sales will amount to 
$40.00 and up,” said Ralph W. 
Helm, partner in the business. 
“Prices on the controllers alone 
range from $9.95 in battery sets 
to a top of $39.95 in the best high- 
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near 
door. 


line job. Usually the accessories for 
any of these units will average 
from $5.00 to $10.00 and some- 
times more. 


Models Carried 


“We carry three models in bat- 
lery sets and two models of the 
high-line units. Total value of 
the inventory is approximately 
$200.00 at the peak sales period. 
One model of each type controller 
is in stock all the time. During 
the season heavier stocks are car- 
ried on the most popular selling 
sets. In our particular section we 
sell more high-line units. It is 
also necessary to carry an ade- 
quate stock of posts or stakes for 
the lines, insulators and barbed 





, 
wire, and the stock of these items 
remains about the same the year 
around.” 

Most of the volume is secured 
in the period beginning in August 
and continues through October. 
This is the time of year when tem- 
porary fences are used to a con- 
siderable degree on the farm and 
first sales are usually made for 
this purpose. 

Showing this merchandise is 
quite important and several units 
are always in place on a wire 
stand supplied by the manufac- 
turer. This stand is located near 
the front entrance most of the 
time but occasionally it is moved 
to other spots in the store. Not 
over 2 sq. ft. of floor space is re- 

(Continued on page 94) 
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These ideas have been used successfully 


and are worth trying in your own store 





paper which it contains 


ted by the hardware store with columns 
adaptable for other purposes. Note how 


be used for showing a few gadgets, for 
kitchen, dining room or home bar 








DISPLAY IDEAS 


A panel board listing the features of a patented sprin 
kler and showing a sample of the item increased sales 
ind secured acceptance for a new device for Cusack 
Hardware Co., Philadelphia, Pa. The display board is 
located in front of a small window to the right of the 
entrance door. People pass the display as they enter 
and leave the store. The board has a bright orange 
background and the lettering is in black. Both the 
sprinkler and the board are fastened securely and the 
display is left outside all the time. Other seasonal 
tems are shown in this same place at other times 


This compact sandpaper rack holds the complete 
stock of this-material at the Warner Hardware 
Co. branch store located at 814 West Broadway, 
in Minneapolis, Minn. It is constructed of wood 
with shelves for each grade and size of sand- 
paper and emery cloth. Shelves are notched on 
the front edge to facilitate removal of individual 
sheets of papet. Number, grade, and price of the 
paper is listed on ihe edge of the fixture opposite 
each chelf. The fixture can be removed and is 
slightly larger than the size of a sheet of sand- 


A multitude of gadgets can be displayed in a 
init like this around a column. This idea, used 
by a mid-western department store, can be adap 


lighting units throw good illumination down on 
the gadgets. The base of the display can also 
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FARM AND HOME HARDWARE WINDOW 


Merchandise: Garage door set in operation, hardware on panels, butts, padlocks, 
screen door hardware, door bolts, mending plates, cabinet and cupboard hardware, 
hinges, hasps, hooks, latches, harness buckles, snaps, bits, belt punches, bull rings, 
pulleys, single trees, horse collars, and pads, tie out chains, lock sets. 


Background: Panels of yellow corrugated board or wallboard painted. Cut out 
letters of purple corrugated board. 


Plan Your Selling for 
the Best Results 


I. you havent made 


up a schedule of window displays 
for the 
This is the only sure way to pro- 
mote the items that should be 
shown and to plan complete dis- 
plays of this merchandise. 


next month. do so now. 


April Events 


The month of April offers the 
hardware dealer many opportuni- 
ties to tie in with national pro- 
motions of various types. Some 
of the more important events are 


as follows: 


1941 





April 13-—Easter Sunday. 
April 13-19-——National Garden 
Week. 


April 20-26—-Be Kind to Ani- 
mals Week. 

April 26-May 3 
Fishermen’s Week. 

April 27 
starts. 

April 27-May 3—Better Homes 
Week. 

April 28-May 3—National Baby 
Week. 


National 


Daylight Saving 


Most hardware stores carry dog 
collars and harness and other pet 
foods and supplies. Attract atten- 
tion to your store as a source of 
supply for this merchandise by 
showing this line during the “Be 
Kind to Animals Week.” An ef- 
fective way of stopping people 
passing the store is to have a 
number of small puppies or some 
other type of animals in the front 
part of the window. Local kennels 
will be glad to loan the animals 
in return for the publicity in most 


cases, 
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AUTO ACCESSORY WINDOW 


Merchandise: Motor oil in 2-gallon and quart cans, tubes, tires, batteries, auto 


waxes, polishes, and cleaners; flashlights, batteries, and lamps. 


Background: All panels of yellow corrugated material or wallboard, painted. Cut 
out letters of purple corrugated material. 


Unusual window displays are 
remembered by the customer for 
a long time, so try, whenever it is 
possible, to get something into 
your displays that will make cus- 
tomers think of your store when 
they need certain goods. 

Here are a few things you can 
do in order to accomplish this: 
(1) Tie in with national celebra- 
tions about which the customers 
may be familiar; (2) Get action 
into your windows by using turn- 
tables or show merchandise in 
operation; (3) Use spotlights to 
direct attention to certain items 
on display; (4) Show large quan- 
tities of merchandise in certain 
types of displays to impress cus- 
tomers; (5) Make use of live or 
stuffed animals, fowl, or game 
with certain types of goods to in- 
crease interest, and gain attention. 


Promote Hardware Lines 


Many items around the home 
and farm need to be repaired af- 
ter the rigors of stormy winter 
months. Attractive window dis- 
plays of builders’ and farm hard- 
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ware will stimulate individuals to 
action and result in many sales. 
Usually hardware window dis- 
plays are quite difficult to install 
for considerable work is necessary 
to devise means of showing to ad- 
vantage the many small items in 
these lines. Probably one of the 
best methods is to show the mer- 





DONT ASK “IS THERE ANY THING 
ELSE?” ut 





Suecest 1TEMs veFinITELY RELATED 
TO THAT ALREADY SELECTED BY 
THE CUSTOMER 





chandise on panel boards. Wall- 
board or three-ply panels can be 
used and this is not expensive. 
Some customers are interested 
in knowing more about hardware 
and its uses. Dealers might loan 
the builders’ hardware text book, 
“Taking the Mystery Out of 
Builders’ Hardware” by Adon H. 
Brownell to interested customers 
and build good will for the busi- 
ness. This book is published by 
Harpware Ace, 100 E. 42nd 
Street, New York, N. Y. Every 
hardware dealer should have a 
copy. The book sells for only $3 


per copy. 
Motor Oil Displays 


Motor oil is one item that can 
be sold by mass display. Build 
a floor display using 2-gallon cans 
and pile this merchandise up to 
a height of 3 to 31% ft. A special 
step-up fixture might also be used. 
Place a large show card on the 
top giving price information. Lo- 
cate this display near the front 
of the store where every customer 
entering the store will see it. 
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Arbor Day Idea 


A fine Arbor Day idea was used 
by merchants of York, Neb., re- 
cently. Merchants issued coupons 
with cash purchases or payments 





on account which were redeem- 


able at a local nursery for trees 
and shrubs. The campaign was 
carried on for three weeks and re- 
sulted in the planting of 8500 
trees in the county. Schools col- 
lected the coupons and held spe- 
cial York merchant tree planting 
ceremonies on their school 
grounds. This activity met with 
fine approval, and also got the 
merchants fine comments from 
two branches of the U. S. Depart- 
ment of Agriculture Forestry 
Service. 
~ * * 


Movies 


Business men of La Crosse, 
Wis., produce moving pictures in 
color of local scenes, especially 
those with a civic interest. These 
movies are lent free of charge to 
worth while organizations in and 
about the city. The films are in 
great demand, and certainly help 
build good will for La Crosse mer- 
chants. People viewing these 
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TRADE TRAFFIC BUILDERS 


COMMUNITY PROMOTION IDEAS THAT 
E SALES 


2 


movies decide La Crosse is a good 
place in which to go to buy. 


* * %* 


Misplaced Article Contest 


Many store owners throughout 
Ohio are using a Misplaced Ar- 
ticle Contest to boost interest in 
merchandise displayed in store 
windows. In such a contest, a 
hardware store or a shoe store car- 
ries a fine window display on ar- 
ticles sold in the store, but in one 
corner of the window will be an 
article not sold in that store. For 
example: a hammer might be 
placed in a shoe store window and 
a pair of shoes in a hardware 
window. When 30 or 40 merchants 
cooperate in such a contest, con- 
testants are required to find the 
misplaced article in each of the 
windows, write out a list of the 
participating stores and the mis- 
placed articles in each, and submit 
the list to a central committee who 
offer awards from $50 to $100 in 





Find the 
| MISPLACED ARTICLE 















cash prizes for those who make 
up the correct lists. At least 100 
towns and cities in Ohio who have 
tried this idea, say it is an excel- 
lent one to increase sales. 






Mothers Day Concerts 


At Pratt, Kan., the merchants 
sponsor a free concert annually 
with songs honoring the mothers 
of the community. This concert 





is in its 15th year and very pop- 
ular. Music is furnished by the 
McCoy Symphony Orchestra. 
Merchants all carry a line or two 
in their ads advising people to 
come to their free concert and en- 
joy themselves. And people do 
come—from great distances. 


+ + 


Lyons, Tractor 
and Auto Show 


Merchants in this town know 
that farmers are always interested 
in new tractors and automobiles, 
so each year they put on a tractor 
and automobile show which is very 
successful. Instead of putting the 
vehicles under one roof, the com- 
mittee places them at different 
parts of town on the streets, with 
placards telling all about them. In 
this way large crowds are at- 
tracted. Merchants always put on 
special bargains, too, for this 
show. 
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Flower Festivals 
Throughout the country, flower 
shows and garden clubs are at- 
tracting large crowds which 
means more business for mer- 





chants located in those towns. In 


many cases, merchants are active 
in promoting such events because 
they realize the value of them both 
from a civic and a business stand- 
point. Pasadena, Cal., Tourna- 
ment of Roses, is too well-known 
to need further description. Hol- 
land, Mich., and Pella, Iowa. 
both stage annual Tulip Festivals. 
which bring thousands of visitors. 
Sharon, Iowa, promotes a Rose 
Festival; Door County, Wis., a 
Cherry Blossom Festival; Van 
Wert, Ohio, a Peony Festival, and 
St. Joseph, Mich., a Zinnia Fes- 
tival. This goes to show practi- 
cally every county has some one 
thing which can be celebrated and 
publicized with mutual benefit to 


all. 


Song Title Windows 

Merchants of Salem, Ohio, re- 
cently promoted a Song Title 
Window Contest which created a 
lot of interest and boosted busi- 
ness. Each merchant participating 
dressed his display window to 
represent a song. Contestants 
wrote on entry blanks the name 
of a song which they thought ap- 
plied to each window and ex- 
plained in 25 words, “Why I Like 
to Shop in Salem.” Approximately 
$30 in prizes was given. 


White Elephant Auction 


Pell, Iowa, merchants stage a 
series of auctions every week for 
two months in which the mer- 
chants all hand in slow-moving, 
out of date and dead items from 
their stock for sale at auction. 
There is no _ misrepresentation; 
this is announced as a white ele- 
phant sale with a guarantee that 
no bid for more than the regular 
purchase price will be accepted. 
Everyone has a good time and the 
sales attract much attention and 
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good crowds. Proceeds of the sale 
go back to the merchants after de- 
ducting costs. 


Out-of-Town Guest Day 

Cedar Rapids, lowa, recently 
entertained 1800 businessmen 
from lowa and nearby states in its 
annual Out-Of-Town Guest Day. 
Forty wholesale firms held open 
house and dined the visitors. A 
big civic banquet held at the 
local armory featured the fact that 
Cedar Rapids was a logical supply 
center for this area of the middle 
west. 


May Bargain Days 

Retailers of Yazoo City, Miss., 
have staged May Bargain Days, 
and in addition to newspaper ad- 
vertising, issued a large magazine 
to cover the nearby rural area 
which told all about local stores, 
etc. This combination advertising 
plan brought good results, mer- 
chants say. The book was pro- 
moted by the retailers themselves. 
Signers pledged $20 each toward 
the book, but the committee was 
able to whack it down to $10 in 
the long run. 



































“COULD | INTEREST YOU IN OUR COMBINATION DEAL OF | 
AN OAK TREE, PLANT STIMULANT. AND A PRUNING SAW 


THE ORIGINAL DRAWING OF THIS CARTOON (size 13 x 13 in.), 
suitably mounted for use in window or other hardware store displays is 
available and will be sent, without charge, to the first reader sending 5 
cents postage to cover mailing costs. Ask for HARDWARE AGE CAR- 
TOON NO. 7 and send your request to Cartoon Editor, HARDWARF 
AGE, 100 East 42nd St., New York City. The next 100 requests received 
will bring an attractive offset reproduction of the complete original 
drawing, equally suitable for use in a window or interior display. (Size 
13 x 13 in.) 


HARDWARE AGE 


KL 

















(Advertssement) 





=") DEALER “cc * LETTER | = 


HERE’S WHY 
KLEANBORE* HI-SPEED* .22’s 
ARE SO RELIABLE 





One of the primary requi- 
sites of any ammunition is 
uniform loading of powder. 
The Remington expert in the 
picture above is examining 
powder microchemically. The 
results of constant testing, 
plus the precision of the 
loading operation (in which 
powder is measured with ex- 
treme accuracy in a tool-steel 
powder plate) are proved by 
the uniform velocity, power 
and accuracy of Kleanbore 
Hi-Speed .22’s. 

The famous Kleanbore 
priming is loaded with ex- 
treme care and precision to 
prevent misfires and to in- 
sure positive ignition. Tests 
made at every step in the 
manufacture of Kleanbore 
.22’s result in ammunition of 
absolute dependability. 


STOP/ YOU HAVENT 
SEEN 


“ONE MAN LISTENS!" 


Kleanhore”’ 
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Thanks for the Bouquets... 


We want to express our appreciation 
for the many kind remarks and com- 
pliments received from dealers, job- 
bers and others in all parts of the 
country who have seen the new Rem- 
ington sound motion picture “One 
Man Listens.” 

Much of the credit for the excel- 
lent reception accorded this new 
picture is due to the indispensable 
assistance of the National Retail 
Hardware Association, leading store 
engineers and other merchandising 
experts. To them we again extend 
our sincere thanks. 

There is not enough space here to 


are indebted to these groups and 
other leaders in the hardware field 
who have helped us bring the mer- 
chandising information contained in 
this picture to the hardware trade. 

If you haven’t had an opportunity 
to see “One Man Listens”— it is a 
merchandising picture. For 25 inter- 
esting minutes it deals with the 
problems of a typical hardware deal- 
er, Jim Andrews, and tells about the 
steps he took to make his business 
pay. Below is a scene from the pic- 
ture. 

If you’d like a booklet summariz- 
ing the main points of this picture, 





list the conventions and meetings write Dept. S.P., Remington Arms, 


| 


where this film has been shown. We Bridgeport. 














THESE FEATURES GIVE 
500 SERIES .22’s THEIR 
HIGH ACCURACY 





First step in building accu- 
racy into the famous 500 
Series rifles (the Models 510, 
511, 512, 5138S and 513T) is 
the care and precision with 
which the chamber is bored 
and the barrel is rifled. But 
we don’t stop there! Proper 
head space and perfect bolt 
alignment, both essential to 
fine accuracy, are insured by 
double locking lugs and an 
encased shrouded bolt head. 

Fast lock time, first rate 
sights, a comfortable and 
well-designed stock, and a 
smooth crisp trigger pull 
(insured by a separate sear) 
make it easier for the shoot- 
er to get the full capabilities 
for accuracy out of his rifle. 


How You Can See 
The New Sound Movie 





“ONE MAN LISTENS” 


Arrangements for showing 
“One Man Listens” may be 
made upon request of the 
Remington Arms Company, 
Bridgeport, Conn. All sales 
representatives, both Rem- 
ington and Peters, will be 
glad to show the film to 
interested dealer and jobber 
groups. 

Booking lists are now 
being made up for showings 
of the picture “One Man Lis- 
tens” at State, Sectional and 
National Hardware Conven- 
tions; at a number of hard- 
ware dealer group meetings, 
and at many jobber sales 
meetings. 


Off. by Remington Arms Co., Inc., Bridgeport, Conn 
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Liquidizer Display—This attractive 
counter display, !8 in. by 19!/ in 
and silk screened in yellow, red, 
brown, and green, is offered by the 
Knapp-Monarch Co., 3501 Bent St., 
St. Louis, Mo. Tabs attached to the 
liquidizer hold the card upright 
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Vigoro Window Poster — A 
colorful window poster show- 
ing the advantages of feeding 
, ; Vigoro to lawns early in the 
Ce et ae was Pet eee 
play helps dealers present the the Swift. & Co., Vigoro Di- 
important features of the vision, Chicago, Ill. The poster 
Cadillac Model 300 Cylinder ie approximately 13 in, by 18 
type vacuum cleaner. In ad in. and is reproduced in iull 
lition, the raised base of the color. These are supplied free 
display can be used to show a to dealers 
wide variety of attachment 
for the cleaner. It is offered to 
dealers by the Clements Mfg 
Co, 6650 S. Narragansett Ave 
Chicago, III 
t 


Ives Counter Display—The Ives Non- 
mortice screen door latch is demon- 
strated in actual operation on this 
model of a miniature door which 
also serves as a colorful counter dis- 
> play. Here is an entirely new prin- 
ciple in latches for outswinging 
screen, storm, and combination 
doors by the H. B. Ives Company, 
Department H, New Haven, Conn. 


O 
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Zerex Anti-Freeze Display—E. |. Du- O 

Pont de Nemours Co., Wilmington, 

Del., is offering dealers this attrac- 

tive window and interior display for 

Zerex, a new anti-freeze product oO 
which they have developed. 


y4- R rE X Wont Bot! Out! 


“2c 
Owe Fintinc DoesTue Jos $799 
..- ALL Winrer Lone 


ou Sell More Goods 


These Disflay Helps 


Handl- Grip Counter 
Display — An attrac- 
tive counter card 
display tells in an ef- 
fective way the ad 
vantages of the 
Handl-Grip holder for 
paint brush and can 
It is offered by 
Bender Products 

Dana Ave., Mastic 

New York 
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Starline Pulley Display Rack 
—This new Starline display 
acts as a constant reminder 
that a spare pulley is a very 
important item around the 
farm. It attracts attention to 
the pulley line and is a tested 
sales maker. The display is 
furnished free to dealers with 
an order for a dozen or more 
pulleys in specified or as- 
sorted sizes, by Starline, Inc., 
Harvard, IIl 


CLEA? 
ond JUICER — — 


AME GE PIELE KITCHENWARE SET 


Yours wrth br lars mode 


ESTATE RANGES 





Estate Gas Range Display—Colorful, attention getting 

window display cards are available to Estote Range 

dealers. This set is made up of five cards, three of 

which are shown in this display. Two are intended 

for use inside the store. The material is offered by The 
Estate Stove Co., Hamilton, Ohio 
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ADVANCES 


Electric fans. 


Some flashlight batteries. 


Switches. Outlet boxes. Ice skates. Vises. 

Some ventilators. Floor brush handles. 

Some sizes electric refrigerators. Some stoves. 

Bolt and screw anchors, etc. Plumbing wares, etc. 
Aluminum kitchenware. Galv. range boilers. 

One line asphalt roofing. One line plastic cabinet hardware 


Sash pulleys. 


Coil door springs. Cadmium sticks, bars. 

Galv. poultry items. Some lawn mowers. Radiation. 
Stove pipe, elbows. Some cotton clothes line. 
Flexible armored cable. Bright, brass wire goods. 
Some skis. Sheet lead. Lead pipe. Some bicycles. 





Shovels Shovel manufacturers 
are very busy and there is the possi- 
bility that prices on some shovels will 
be higher in the very near future. 

> ~ > 


Electric fans - Recent quota- 
tions on electric fans showed advances 
averaging about 5 per cent over last 
season’s figures. 

7 . « 


Flashlight 


vances of about 5 per cent have been 


batteries Ad- 


made on some flashlight batteries. 
* > * 
Slight 


advances on staple sizes and patterns of 


Switches, outlet boxes 


switches and outlet boxes are reported 
from one maker. 
7. * * 

Ice skates — New fall quota- 
tions on ice skates average about 10 
cents per pair higher than last year. 

7 . * 

Fishing equipment Early 
sales of fishing rods and tackle are large, 
with linen lines scarce. Higher prices 
are expected on silk lines. 


- . ° 
Floor brush handles —- Some 
sources have advanced floor brush 


handle prices about 5 per cent. 
* * *@ 

Vises—Sharp increases are re- 

ported in the prices of blacksmiths’ and 
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machinists’ vises, ranging from 10 to 


20 per cent. 
* ci 7 
Weatherstrip —— Although fall 
prices on bronze weatherstrip are not 
yet available advances are expected, 
with deliveries not later than August. 


* * * 


Ventilators — Lists on several 
sizes of ventilators have been advanced 
> cents each by one maker. 

+ ~ * 
; 

Mason jars, caps — Price in- 
creases are expected on Mason jars and 
caps early this month, increased cap 


prices being due to shortage and rising 


costs, 


* « « 


Because of the 


Cap screws 


wide demand for cap screws, manufac- 
turers are operating their plants at top 
‘peed, with deliveries a pressing prob- 
lem. Prices are very firm. 

= * * 


Flexible armored cable--Zone 
prices on No. 14-2 and other flexible 
armored cable were advanced by some 
sellers. Some distributors report that 
while advances are expected, no notice 
has been received as yet. 


* « *& 


Paint brushes. —As of March | 
one of the larger manufacturers of paint 
brushes withdrew prices. The situation 
on bristles continues to be acute, with 
supplies low and prices high. 

+ * a 

Bright brass wire goods 
Some makers have again increased 
prices, about 7 per cent, on bright and 
brass wire goods. Advances, in recent 
months, have averaged close to a total of 
10 per cent. 

* * » 

Skis —-One maker of skis has 
informed buyers that a 10 per cent ex- 
cise tax will be applied to all sporting 
goods, effective July 1. Some makers 
of skis, in the lower priced models, are 
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|... SALES (edd 0090) 
US NESS GROUP 1930 1938 

Total, ell stores | O42 083, a18 | 791,212 
Pood 10,152,332 6,362,425 
Generah stoves (with food) 610,342 1,110,003 
Generel serchanéise group $8,663 368 4,610,761 
apparel group 3,298,967 2,656,242 
Purniture-howseholé-reéic group 1,733,065 1, 209,606 
Autamot ive 5,944,436) 4,236,506 
Pilling stetions 8,022,461 1,967,714 
Lamber-building-beréware group 2,733,063 1,084,275 
Beting ané drinking pleces 3,920,065 2,390,080 
1,962,438 1, 232,505 

Other stores 4,220,002 3,060 467 
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HE’S A GREAT CHARACTER: PETER PUTTER! 
He typifies millions of Americans who get a big 
kick doing little chores around the house; who be- 
lieve in the thrifty gospel of ‘Do-it-yourself!’ Peter 
Putter will thread his way through all our 1941 
advertising on Schalk Specialities. In such out- 
standing magazines as LIFE and Better Homes & 


He loves to putter around the house 
To the great enjoyment of his spouse. 


He thinks it’s fun to do the chores 
That others say are frightful bores. 


He’s always up to thrifty tricks 


Of filling holes and cracks and nicks. 


He does the floors, he scours the attic. 
On “Do-it-yourself” he’s quite fanatic. 


He paints and polishes, fixes and mends. 
You'd be surprised how little he spends. 


Neighbors marvel; you'll hear them utter: 
“Wise little handyman, Peter Putter!” 


Gardens, this whimsical character will tell the story 
of Double X, Savabrush, Schalk’s Crack Filler, 
Waxoff, Schalk’s Wood Putty; how they fill the 
bill and save the bills in every home. And, in the 
process, fill your till, too! So shake hands with 
Peter Putter, America’s No. 1 Handyman! You'll 
find him a real profit-friend in the year ahead. 














ADVANCES 
EXPECTED 


Some shovels. Silk fishing lines. 

Bronze weatherstrip. Mason jars, 
caps. 

Asphalt roofing. Wrought 
washers. 

Mason and chalk lines. 

Some builders’ hardware. 


steel 





showing advances of approximately 10 


per cent. 
x ¢ 2 


Cutting boards, etc. 
particularly 


House- 


woodenware items, 


hold 
those made of maple and other hard- 


woods, such as cutting boards, are dif- 
ficult up- 


ward. 


to obtain. Price trends are 


Lead, lead pipe—Following the 
Feb. 10 rise of 15 cents per 100 lbs on 
lead, prices on sheet lead and lead pipe 
100 Ibs. 


No changes were made, however, on 


were advanced 15 cents per 
lead traps and fittings or on lead wool 
at that time. 

* 7 * 

Bicycles, sports supplies 
Leading manufacturers of bicycles have 
advanced prices, ranging from 25 to 50 
cents each. A great demand is reported 
for spring fork models, and streamlin- 
ing of general design, and of tanks and 
universal this 


accessories, is almost 


season. 
_ * > 
Hard hit by 


the zine scarcity, hardware cloth, which 


Hardware cloth 


uses a large percentage of spelter, is 
holding firmly at recent higher sched 
ules. Deliveries are becoming an_ in- 


creasing problem. Some makers have 
withdrawn all prices and higher prices 
are expected. 

* . 


Wire 


bronze, copper and 


Screen cloth screen 
cloth, particularly 
aluminum, are obtainable, even on old 
orders, with great difficulty. Some com- 
panies have again withdrawn prices on 
steel as well as bronze cloth. Prices for 
new inquiries are being quoted on ap- 
plication, dependent upon conditions at 
the time received. 


* * @ 


Galvanized ware lines—Man- 
ufacturers of galvanized ware are hold- 
ing prices very firm, but are endeavor- 
One 
manufacturer of galvanized poultry sup- 


ing to avoid further advances. 
plies has made advances ranging from 
5 to 10 per cent on some staple items, 
but other portions of the line remain 
unchanged. 
. . * 

Farm supplies, ete._Pending 

the opening of the active retailing sea- 
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son, there is some lull in new buying of 


farm tools, following the heavy pre- 


season ordering. Prices have shown no 
recent change, but all aspects of the 
Some 


shortage of supplies is rather expected. 


farm supply market are firm. 


Wrought steel washers—De- 
liveries are getting slower, with whole- 
sale distributors reporting a wait of 
from six to eight weeks for the com- 
pletion of sizable orders. Prices have 
been very firm since the advances re- 
ported earlier this year. It is expected 
that some makers will soon be making 


further advances. 





PRICES 
WITHDRAWN 


Some lines hardware cloth. Screen 
cloth. Some velocipedes. 

Some paint brush lines. 
coaster wagons. 


Some 





Stove pipe, elbows 
prices on stove pipe and elbows have 


Opening 


been reported, increases averaging 50 
cents per 100 joints, over a year ago, 
having been announced by some makers. 
Most makers are confining delivery to 
the second quarter, so that orders for 
later shipment will likely be at a greater 


cost. 


Ironed plow, wagon stock— 
Sales on ironed plow and wagon stock 
are ahead of last year, and shipments 
are slow by of some Jumber 
shortage. Wagon irons, in certain sizes, 
are difficult to obtain promptly, as the 
mills are slow in delivering steel. 


reason 


. * * 


Lawn mowers—Jobbers report 
a large gain this year in early sales of 
lawn mowers, with some manufacturers 
expecting a later scarcity. Price in- 
creases on some better quality mowers, 
averaging about 50 cents each, are re- 
ported. 

. > > 

Stoves — Quotations from lead- 
ing makers to wholesalers are averag- 
ing 3 to 5 per cent higher than last fall. 
In a few instances there have been in- 
creases of as much as 10 per cent. 
Labor difficulties are bothering some 
stove makers. In general orders for 
present prices are not wanted for de- 
livery beyond the second quarter. 


* * * 


Cotton products — In cotton 
goods, clothes lines and sash cord ad- 
vances have been made by some sellers. 
Some brands of solid braided sash cord 
have shown no recent change. Some 
cotton clothes have made 


some advances. There is the possibility 


line sellers 


of some advances on mason and chalk 
lines. 
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States comprising regions in these charts: 
New England—(Conn., Maine, Mass., N. H., R. L, Vt.) 
Middle Atlantic—(N. J., N. Y., Pa.) 
East North Central—(Ill., Ind., Mich., Ohio, Wis.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C., Va., W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 
West South Central—(Ark., La., Okla., Texas.) 
Mountain—(Ariz., Colo., Idaho, Mont., Neb., N. M., Utah. Wyo.) 


Pacific—(Calif., Ore., Wash.) 
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Stock-sales ratios are percentages obtained by dividing the cost value of stocks by sales 


of an identical group of firms. 


Electric refrigerators—lead- 
ing manufacturers of electric refriger- 
ators have advanced prices on many of 
their 1941 models, advances being from 
$5.00 to $10.00 per unit. Some makers 
advanced prices on their entire lines, 
others confined the advances to certain 
of their six and eight-foot models, ad- 
vances on eight-foot models being in 
the larger sum. 


* * * 


Bolt and screw anchors, etc. 
Leading makers advanced prices on 
fasteners, drills and accessories, as of 
March 1, and superseding quotations 
previously in effect. The average in- 
crease varies from about 6 to 10 per 
cent, with leading lag shields raised 
from 72% per cent basis to 70 per cent, 
tamp screw anchor type being advanced 
from 50 to 45 per cent. Toggle bolts 
have been advanced from 60 to 55 per 
cent and star drills from 75 to 72% per 
cent. 


* * * 


Aluminum kitchenware—The 
extremely tight situation in aluminum 
has been reflected in a general advance 
of about 10 per cent in prices on cast 
aluminum kitchenware. Deliveries are 
not bad as yet, on stamped aluminum 
ware, because of the foresight of manu- 
facturers in building up good stocks. 
Specialties and promotion leaders, how- 
ever, are very scarce, regular lines and 
customers getting the preference. 

. * + 


Plumbing items — Varied but 
generally moderate changes have been 
made on plumbing wares and acces- 
sories. Although there have been no re- 
cent markups on tubs and other enamel- 
ware, deliveries are getting slower. 
Wholesalers have been notified of price 
increases of about 5 per cent on galvan- 
ized range boilers, as of March 1. Radi- 
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ation advanced one cent per square foot, 
as of March 5. 
* * + 

Asphalt roofing — One manu- 
facturer of asphalt roofing, shingles, and 
accessories made slight, but general, ad- 
vances, as of Feb. 1. Concessions have 
been withdrawn on other lines and it is 
expected that new prices, with some in- 
creases, will be shortly announced, by 
some makers. The demand for roofing 
and shingles has been greatly enhanced 
by the activity in government and 
private building. Industry statistics re- 
veal that about 9,000,000 squares of 
asphalt strip shingles were produced in 
1940—an increase over 1939 of 313,000 
squares. 

* . ” 

Builders’ hardware One 
maker of plastic cabinet hardware re- 
cently announced an advance of about 
5 per cent. Manufacturers of lock hard- 


were report large backlogs of orders, 
assuring capacity operation for several 
months to come. Advances are expected 
on some key blanks, night latches and 
some numbers of padlocks. As of Feb. 
15, sash pulleys and other cast pulley 
prices were advanced from 5 to 10 per 
cent by some makers. Some makes of 
coil door springs have been advanced. 
On other makes concessions have been 
withdrawn. 
+ o * 

Steel rationing—Final recog- 
nition at Washington that civilian re- 
quirements must give way to the Na- 
tional Defense Program replaces the 
policy heretofore pursued that there 
should be little or no interference with 
the country’s normal activities, says The 
Iron Age in its Feb. 27 issue. Insofar 
as possible the former policy will be 
continued, but the exigencies of the 
situation with respect to machine tools 
and some of the non-ferrous metals have 
forced mandatory priority action that 
had hitherto been avoided by the volun- 
tary cooperation method. In steel the 
use of mandatory priorities has not yet 
been considered necessary, though some 
steel products are now subject to a 
form of rationing, notably structural 
shapes, stainless and other nickel alloy 
steel and all galvanized products. Al- 
though mandatory priorities have thus 
far been applied only to machine tools 
and aluminum by the O.P.M. Division 
of Priorities, similar action may be 
taken with regard to zinc, nickel and 
tungsten if the situation in these metals 
becomes more critical. Despite the ut- 
most efforts of the steel companies to 
maintain high production, the average 
for the industry, at 97 per cent last 
week, was only one point above the 
previous week. 


(Continued on page 116) 





Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 


group of firms. 
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Have you ever asked yourself the question 


What Is Money? 


If you have you will probably 


find an interesting answer to 


your question in this article 


By SAUNDERS NORVELL 


4) 
HIS article was in- 


spired by a well-to-do friend who, 
in a casual conversation, remarked 
that he had attempted by argu- 
ment and illustration to convince 
his two young sons of the real 
value of money so that they would 
save. He said many young people 
had no idea what money is or what 
it is for. To many a dollar is just 
a dollar. 

In the papers we read about the 
“gold standard.” What is it? We 
read about silver and its relation 
to gold. We read endless articles 
about inflation and deflation. What 
does this mean? We read about 
exchange between the various 
countries—exchange that is con- 
stantly fluctuating. 

My cenception of money is a 
measure of the national standard 
of human labor in a medium of 
exchange. To me gold and silver 
are not the measure of the value of 
our currency, but the hours of ac- 
tual work at the prevailing stand- 
ard of wages that our money will 
buy or command. 

To illustrate, my friend would 
say to his sons—if you have five 
dollars you command the work of 
the average worker in the United 
States for one day of eight hours. 
If you have $1.500 in the bank 
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you command enough hours’ work 
to exchange, for instance, for an 
automobile. In a word, money in 
the bank represents so many hours’ 
work or what so many hours’ work 
will buy, regardless of what it is. 

So, with that idea fixed in our 
minds, we are confronted with cer- 
tain facts that logically follow. If 
I have enough money I just con- 
trol or command so many hours’ 
work of other people On the other 
hand, if | have no money and as 
food and shelter cost money to get, 
| must supply so many hours’ la- 
bor to someone else to get the 
money for my own support. 

Our labor may take many 
forms. It may be intellectual or 
manual, but it all boils down to 
hours of labor in the end. 


Market for Labor 


Next comes the market for our 
labor. If what we offer is easily 
had and if there is a lot of compe- 
tion, our labor is of small value 
and we are compelled to give many 
hours for a certain amount based 
on a standard of five dollars for 
one day’s work. If what we offer 
is very rare, very exceptional, like 
a wonderful voice, then we are 
pa‘d in many hours’ work. 





SAUNDERS NORVELL 


Then national conditions direct- 
ly affect the value of our hours of 
work. To illustrate—if U. S. cur- 
rency is fixed on the basis of five 
dollars for one day and we get a 
letter of credit in U. S. dollars. we 
can figure on so many hours of 
labor that we command at the 
United States standard. 

Today. if we go to Canada our 
letter of credit gives us an increase 
of 20 per cent because Canadian 
money, figuring on the American 
standard, is 80 cents aga‘nst out 
dollar of 100 cents. This, of course. 
is provided that Canadian prices 
are about the same as ours. 

When a nation issues so much 
currency on securities that it is evi- 
dent that the standard of hours’ 
work will never be delivered for 
the national currency we have in- 
flation. At a time of inflation peo- 
ple rush to exchange their cur- 
rency or credits for commodities 

that is, land, houses or other 
things. Money has lost its labor 
value, but things made by labor 
still have value. 

I was in Germany when the 
mark was being printed and issued 
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STACKS UP 


There is no rope like Amco “All-Weather” Manila Rope for building profits. 





It is a specialty rope with exclusive features, resulting in superior perform- 
ance ... real sales appeal. All of your customers are prospects for rope. 
Amco is therefore an attraction that brings in new business and helps you 
sell other stocks, too. 

Amco is a first-grade manila rope, treated with a special rot-proofing and 
water-proofing solution that seals in natural fibre oils, resists drying and 
weathering. The cordage solution used in Amco contains no tar, creosote 
or graphite and lasts as long as the rope itself. Amco Rope stays smooth 
and pliable even in freezing temperatures. Numerous impartial tests have 
proven that Amco outlasts any other rope. 


For greater customer-satisfaction, increased eo) 
sales volume, stepped up profits . . . “Go AMC 
American”. You may say to your customers «All-WEATHER” 

“Amco stays stronger ... longer!” Order a MANILLA ROPE 


stock of Amco today. 














The Only Full Line 
From One Source Of 
Supply 
Amco ‘‘All-Weather"’ 

° Manila Rope 
‘American Superior"' 
Manila Rope 


American Manila 
Transmission Rope 


American *'Superwear"’ 
Manila Drilling Cables 


**Spartan"’ Sisal Rope 
“Anchor"' Sisal Rope 
Fine Polished Twines 
Coarse Polished Twines 
Fine Unfinished Twines 
Coarse Unfinished Twines 
Sisal Twines 
"Royal" 
Plumbers’ Spun Oakum 
"‘American"’ Marine 
Oakum 
*"Eagle’’ Twisted 
Jute Packing 











AMERICAN MANUFACTURING COMPANY 


NOBLE AND WEST STS., BROOKLYN, N. Y. 


western Factory: §T, LOUIS CORDAGE MILLS, ST. LOUIS, MO. 





1941 








IN PROFITS 


BOSTON © BALTIMORE © PHILADELPHIA @ CHICAGO © CHARLESTON © NEW ORLEANS © GALVESTON 
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THE FOLLOWING TABULATION was pre- 
pared from data published by the National Associa- 
tion of Manufacturers. The data were collected by an 
economist employed for that purpose who reduced 
each item to terms of hours and minutes of work. 


QUANTITY OF GOODS 1 HOUR OF LABOR WOULD BUY 


Great 
U.S. Britain 


American wages were based on U. S. Department 
of Labor figures; European wages, on the best avail- 
able official sources. 

The data were collected some time’before the out- 
break of the present war. 


France Belgium Germany Italy Russia Sweden 
Baskets of food, based on 
consumption of average 
American family .. 
Pounds of bread .... 
Pounds of butter 


A. 

5. 

= J 0. 

Pounds of beef = : 1. 
3. 

0. 

1 


wn 


18. 17. 


eM wWAD 


Pounds of potatoes ....... . 1 
Pounds of coffee .......... A . . J 
Number of cigarettes 2 40 5 3 


HOURS AND MINUTES OF WORK TO BUY 1 ITEM 


pair work shoes 3.26 9.03 12.34 10.49 8.09 24.22 
shirt 1.28 4.03 5.53 5.49 9.50 17.05 
pair cotton work socks ... PS .34 .69 45 .40 1.20 
Pair overalls 1.11 5.14 9.12 10.24 10.50 32.56 
pair silk stockings, ladies 1.01 2.47 3.40 4.32 2.56 2.85 
house dress 1.28 4.17 5.53 7.51 7.08 21.30 

171.45 226.08 232.33 134.41 333.20 


ASOSONS 


_ 





regardless of labor value. The cation in a motor tour in Morocco. and then when he buys he finds 


currency was worth next to noth- 
ing, but prices of everything else 
soared. But many mortgages and 
contracts were in marks and im- 
mense mark debts were paid off in 
almost worthless marks. 

At the time of the great wave of 
speculation many years ago in 
France which was engineered by 
John Law on lands France owned 
in North America, those who saw 
the crash coming sold their Louisi- 
ana shares and bought French 
land. Land is always valuable be- 
cause labor and land provide food 
that people must have. You can 
support life with labor and your 
garden when bonds, stocks and 
currency have no value. 

It was in Paris when the franc 
declined to 14% cents that prices 
in shops and hotel rates immedi- 
ately advanced. But this advance 
was in many cases slow and with 
U. S. exchange there were great 
bargains to be had. The large 
French stores advanced quickly 
but the small shops went on doing 
business as if the franc was still 
worth 19 cents. Most of their cus- 
tomers were French and they were 
all in the same boat. 

When the American soldiers 
were on the Rhine, getting their 
pay in U. S. dollars, they had a 
grand time buying German goods 
with the depreciated marks. 

Cashing my U. S. letter of cred- 
it into 114 cent francs I took a va- 
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In Morocco they had not changed 

The franc was still 19 
Goods and service had not 
been advanced. It was the cheap- 
est trip I ever made. The best 
hotels were from 50 cents to $1.00 
a day. Vintage champagnes were 
from 50 cents to $1.00 a quart. 
This was all because of inflation. 
The French money had almost lost 
its value. Nations did not want 
francs. They had lost confidence 
in francs. When a nation loses 
confidence in its currency we have 
“inflation.” Everything goes up 
which means the buying power of 
money goes down. 


prices. 
cents. 


Depreciation Periods 


If you are familiar with the his- 
tory of money in this country you 
know we have gone through sev- 
eral periods of depreciated money. 

In colonial times our money 
dropped so low in buying power 
that a pair of boots cost $100.00 
in colonial currency. Many men. 
even those high in the state, bought 
this cheap money, put it away, and 
waited. They made fortunes as 
U. S. money “came back.” 

Then situations arise where, 
even in cheap money countries, 
low-priced currency with very high 
prices for the necessities of life 
place the worker in a very unhap- 
py position. He must work long 
hours for a very small money wage 


excessively high prices for all the 
things he needs. This means his 
standard of living goes down so 
the worker has only a mere ex- 
istence. 

From the trouble that follows 
you will see how well off our work- 
ers have been and are with high 
wages and money with high buy- 
ing power. No wonder the Italians 
have not fought well—what have 
they to fight for? Italy and Rus- 
sia make a dreadful showing when 
compared with other countries. 

After all, food, shelter and 
clothing come first. With such a 
record before us is it not surpris- 
ing that the Communists in this 
country can make any progress. 





NEVER SAY IF ASK— 


DONT GIVE YOUR PROSPECTS 
A CHANCE TO SAY NO 
GIVE THEM A CHOICE . 


Youll MAKE THE SALE 
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the new LIGHTWEIGHT Model 31 pump gun 








| 


Made possible by a major 


3 advance in shotgun manufacture 


NewTrigger Position... Anew trig- 
ger and trigger guard position (moved 
rearward about 1”) gives the Model 


31 a much more comfortable grip, 


better handling and better appearance. 


ND LET'S NOT FORGET... 


“GIVE US A LIGHTER GUN!” “Cut down the 
weight!” “Make a 12 gauge that’s as easy to 
carry asa 20!” That’s the chorus shooters have 
been dinning into the ears of shotgun manu- 
facturers for years. 
Now ... at last... it’s here! 
It’sthe newand improved Model 
31, supplied in 12 gauge only, 
and weighing about 612 pounds 
with 28-inch barrel. This new 
gun will be available in all of the 
barrel lengths, chokes and 
grades of the regular 12 gauge 
Model 31. 


New Take-down Device . . . The new 
Model 31 screw type take-down device 
permits easy removal of barrel. When 
. screwed up into proper position, it 
keeps barrel absolutely tight and rigid. 


The Model 31 has a host of important features 


‘sides these listed above. Because it has fewer moving parts than other 
’™p-action shotguns, its action is smoother and easier. Ii has positive fire 
ntrol, an extremely important sofety feature. It loads and unloads easily. 
aight line-fead means no jamming. The fast firing mechanism cuts to a 
‘mmum the interval between trigger pull and discharge of the shell. It al- 
°YS Was @ great gun. Now it’s even more outstanding in its field. Deliver- 


* on the New Mode! 31 will begin about June Ist. 


Place your order now. 


...wtighe only O14 Ji lbef 


What’s the secret? How did we do it? By a 
new “Aeromet” receiver, which combines the 
last word in strength and durability with major 
savings in weight. You should fee/ this gun... 
feel how light it really is . . . how easily and 
naturally it comes to the shoulder. 

The Model 31 was a great gun even without 
this new weight-saving “Aeromet” receiver 
and the other improvements made . . . the more 
convenient trigger guard, the new take-down 
device, and the new action bar. Now, we'll bet 
it'll create a stampede of buyers! (Of course 
we will also supply Model 31 guns of regular 
weights in 12, 16 and 20 gauges.) 


New Action Bar ... To insure high- 
est degree of reliability and strength, 
the new Model 31 has a new, stronger 
action-bar. No chance of breakage at 
point of engagement with action slide, 








A new .22 autoloading rifle with 
sensational and exclusive features... 


THE MODEL 550... 


newest addition to the famous ‘‘500 Series’’ 


@ The Remington 500 Series of .22 rifles have set an entirely new stand- 
ard for low and moderate priced .22 rifles. Unique among guns in their 
price class in the advanced design and added value they offer, the Models 
510, 511, 512, 513S and 513T have won tremendous consumer accept- 
ance, and the enthusiastic support of dealers. Now Remington addsanother 
distinguished rifle to this “500 Series’”—the Model 550, an autoloader 
fully as advanced in its features as are the other “500 Series” rifles. We be- 
lieve that the “500 Series’”’ now includes the most acceptable .22 rifles ever 


offered to the shooting public. 


THE FIRST AND ONLY .22 AUTOLOADER THAT IS MADE TO SHOOT 
SHORT, LONG AND LONG RIFLE CARTRIDGES INTERCHANGEABLY! 


There can be no question about the 
ready made demand for a gun like this. 

And itis only natural that Remington, 
with its many years of experience in mak- 
ing highly successful and world famous 
autoloading firearms, should be the first 
to develop such a remarkable rifle. 


The secret lies in an exclusive and 
patented feature, the “Power Piston” 
(showninthesmallillustrationat right). 
The “Power Piston” increases the en- 
ergy of the .22 short cartridge suffi- 
ciently to operate a mechanism which 
would otherwise function only with the 


.22 long or long rifle cartridge. 

The Model 550 is as advanced in its 
modern streamlined appearance as in 
its mechanical features. It is offered at 
the amazingly low price of $19.95 re- 
tail! Available about April 1. Be sure to 
get your order in early! 


Look at these features . 
Shoots .22 shorts, longs, tong aheo. 
Large tubular 
Positive side lever safety device. 
Easy takedown. 
Top of receiver grooved for better sighting. 
Double extractors. 
Positive feeding and ejection. 











SHOWING ACTION OF 
GAS PRESSURE AT 
INSTANT OF FIRING 


ZT 
i \ 


The operating energy or rear- 
ward gas pressure of the .22 
Short cartridge when used in 
the Model 550 is increased to 
the equivalent of the .22 Long 
Rifle, insuring perfect operation 
with all three sizes—Short, Long 
and Long Rifle. 

In other .22 autoloaders the 
energy which operates the ac- 
tion is transmitted through the 
head of the cartridge only. But 
when .22 Shorts are used in the 
new Model 550 the energy or gas 
pressure is transmitted through 
the front end of the ‘‘ Power Pis- 
ton’’ as well as the head of the 
cartridge. 














tstanding new bolt 
e.. the MODEL 720 





Model 720 rifle has many new 


®@ Big game hunters will find the 

new Model 720 the kind of rifle 

they’ve been hoping for. All that’s 

necessary to realize its unusual 
value is to compare it with other similar rifles. In accuracy, 
strength, dependability, safety, handling qualities and smooth- 
ness of operation it’s in a class by itself. You need only to look at 
it to see how beautifully it’s designed and built. In making up the 
Model 720, we have incorporated all of the best features of the 
famous Model 30. The action has been called by competent auth- 
orities the strongest ever designed for a rifle of this type. Priced 
to retail at only $64.95 with open sights. Deliveries begin about 
July 1. Place your order now. 


refinements and improvements! 
Here are a few: 


New streamlined stock ... 

New style polished bolt handle 

Guide rib on bolt facilitates smooth, 
easy operation 

Detachable floor plate 

New streamlined bolt stop 

Matted, streamlined receiver 

Lower sight line 

Short firing pin travel 

Three barreliengths—24”, 22” or 20” 

Choice of three calibers: .30 Spfid. 
’06, .270 Win.or.257 Rem.-Roberts 

Deliveries will start July 1. 


Remington, 
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Use Sound Judgement and Avoid 


Speculation—Marshall-Wells Keynotes 


peer oe the need for 
sound business judgement and 
warning against inventory specula- 
tion, Seth Marshall, president, Mar- 
shall-Wells Co., Duluth, Minn., 
sounded the keynote of the 13th an- 
nual Congress of Marshall-Wells As- 
sociates who met at the company’s 
warehouse for a three-day meeting, 
Jan. 27 to 29, 1941. More than 600 
dealers, factory representatives and 
company salesmen were in attend- 
ance. 

“Our future plans and _ policies 
necessarily are premised on world 
conditions,” said Mr. Marshall. “The 
events of last spring have dominated 
our political and economic policies. 
Again, our principal industries hum 
with the production of war materials. 
National income has increased over 
10 per cent as of January 1. How- 
ever, these gains are largely arti- 
ficial. 

“This is a time when we must 


4 


v4 L 


Left to right: 1—W. M. Irwin, manager; Seth Marshall, president, and George S. McQuade, sales manager, 
Marshall-Wells Co.; 2—Red Hobday and A. R. Wilkinson, Marshall-Wells Co., Winnipeg, Canada; 3—Mar- 
shall-Wells buyers, Frank Brooks, sporting goods; Roy Sorenson, auto accessories, and William Butcher, 
builders’ hardware; 4—More buyers, L. W. B. Robb, plumbing goods; Ralph Canaday and George S. Ayres, 
oil; 5—Other buyers, Fred Tinseth, major appliances; Art Weyh, housewares; A. J. Pedersen, paint, and 
Archie Phelps, Associates Dept. 
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not only plan for the present but 
we must look forward and prepare 
ourselves for the difficult times that 
are ahead.” The best business in- 
surance he pointed out are the 
dealer’s own experiences plus a 
planned merchandising program. 


How It Works 


A previous address, by Harry H. 
Meyer, Shawwano, Wis., dealer, 
opened the convention. Mr. Meyer. 
a charter member of the Marshall- 
Wells Associate group, told of the 
progress the plan had made and 
how his own business had benefitted 
greatly through complete coopera- 
tion with the program provided, this 
in contrast to his previous unplan- 
ned method of buying from many 
sources and failing to completely do 
a selling job. As a charter member 
also of the Associate Planning 
Board, he explained how that group 


of dealers works with Marshall 
Wells Co. in deciding policies, mer- 
chandising programs, etc., and call- 
ed particular attention to a new 
store identifying sign, presented for 
the first time at this meeting, for the 
use of dealers participating in this 
program. 

George S. McQuade, sales man- 
ager, Marshall-Wells Co., acted as 
chairman for the three days and be- 
tween talks stressed some of the 
points brought out by each speaker. 

W. M. Irwin, general manager of 
the jobbing firm also warned against 
indiscriminate speculative buying 
and advised buying strictly on the 
basis of maintaining stocks adequate 
to serve increased needs—based on 
records. 

Explaining the 1941 Associates 
Advertising Plan, Archie C. Phelps, 
head of the Associate Division, com- 
mented that a dealer who uses a 
constant advertising plan is never a 
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problem. He demonstrated 
the right and wrong way to prepare 
window displays and with the help 
of model windows showed clearly 


credit 


the benefits of proper arrangements 
and proper lighting. He presented 
samples of the 1941 promotion helps 
that would be available under the 
Associate Plan. 

Declaring that housewares sales in 
1940 were about $2,000,000,000 
ahead of sales for 1939, reaching a 
high point of $2,800,000,000, A. 
Weyh, housewares manager, predict 
ed an even greater volume for 1941. 
He said he looked for no immediate 
drastic price advances, but expected 
gradual increases and some short- 
ages and delays due to defense re- 
quirements 
rials. 

Fred Tinseth, manager major ap 
pliance department, told of the need 
for store identification, designed to 
bring to each store the benefits of 
their coordinated merchandising 
program without sacrificing the 
value of known individual owner- 
ship. As examples he called atten- 
tion to the new identifying signs on 
display throughout the hall and ex- 


taking required mate 


® 
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Left to right: 
Moorhead, Minn., 
Rapids, Wis.; 
Quirt, Iron River, Wis., 
Johnson, Williston, N. D.; 


1—Gus Hillerud, Sauk Center, 
members of Associate advisory board; 
Kenneth Weeks, 
advisory board members. 
Iver Brujord, Fairview, Mont., 


plained the costs, terms, etc., of ob- 
taining these signs. 

Telling the story of the paint de- 
partment’s offerings, promotions and 
display helps for 1941, A. J. Peder- 
son, manager of that division, very 
optimistically predicted a banner 
paint selling year. 

Following the dinner, Charles J. 
Heale, vice-president and editor of 
HarpwArRE AGE reviewed some of 
the highlights of the day’s speakers. 
questioned the usefulness of legisla- 
tive aids and urged dealers to be 
more sales minded. He stressed the 
ever increasing need of a merchan- 
dising plan that made a dealer com- 
petitive and provided the advertising 
helps to enable to keep his consum- 
ing prospects informed of his wares 
and services. 

In his characteristic and dramatic 
manner, Ralph Carney. vice-presi- 
dent, Coleman Stove & Lamp Co., 
Witchita, Kan., 
demonstration on the complete line 
of Coleman space heaters. 

At the Tuesday session, H. Free- 
man Barnes, sales promotion man- 
ager, General Electric Co., Cleve- 
land, Ohio, gave an educational and 


gave a very complete 


WARE 
= MARSHALL. WELLS 


Spooner, 


Minn.; Art Strom, Glasgow, Mont., 
2—Back row—Einar Olson, Wisconsin 
Minn.; Reuben Linved, Clintonville, Wis., and Ben L. 
Front row—H. H. Meyers, Shawano, Wis.; Gil 
and Charles Pillsbury, Devils Lake, N. D.., 


selling talk on the use of his com- 
pany’s light conditioning units, fol- 
lowed by a skit which very graphi- 
cally told the story of selling profit- 
ably better and more light. 

A series of departmental talks 
were made by the following buyers, 
who told of their new items, price 
trends, etc.: Roy Sorenson, electrical 
department and auto accessories; 
A. E. Johnson, tools; George Ayre, 
oil department; Frank E. Brooks, 
sporting goods; L. W. B. Robb, 
plumbing goods, and W. G. Butcher. 
builders’ hardware. 

Mr. Butcher prefaced his talk with 
a description of the usefulness of 
the book “Taking the Mystery Out 
of Builders’ Hardware” by Adon H. 
Brownell and published by Harp- 
warRE Ace. He urged every hard- 
ware man to own and study this 
book and called attention to the 1941 
outlook. 

Explaining the buying control sys- 
tem which Marshall-Wells has devel- 
oped for Associate Dealers, Ralph 
Canaday, using jumbo reproductions 
of ledger sheets, went through the 
system just as a dealer would do 


(Continued on page 140) 
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and Hoke Larsen, 


members of the advisory board; 3—Messrs. Meyers and Quirt under one of the new Associate’s iden- 
tifying signs which was featured throughout the convention; 4—Back row—Fred Thompson, Still- 


water, Minn.; 


Ormond Paus, Scobey, Mont., 


and Clarence Kroke, Stephen, Minn., members of Asso- 


ciates planning board. Front row—Paul Schilla, Dickinson, N. D., Walter Zacarek, Hayward, Wis.. 


and Stuart Fedderly, Wis. Dells, Wis., 


member of planning board. These dealers and Herb Adams, 


Cavalier, N. D., who was not present for these group pictures, constitute the Marshall-Wells Asso- 


ciates planning 


ani advisory boards. 
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PAL BLADE COMPANY 


Successor to 


Remington Cutlery Division 


ANNOUNCEMENT 





The Pal Blade Company, manufacturers of PAL Hollow Ground Safety Razor 
Blades, takes pleasure in announcing to the hardware and sporting goods trade 
the acquisition of the cutlery producing machinery, dies, process and raw materials 
and finished stock of the Remington Cutlery Division. As soon as manufacturing 
operations can be set up at our factory in Holyoke, Massachusetts, the same cutlery 
line formerly supplied by Remington will be continued—under the same jobber- 
dealer policy—and without any change in quality, patterns, prices or stock numbers. 


At present most Remington jobbers have a good stock of Remington Cutlery. 
Further, we are in a position immediately to supply many numbers from the ware- 
house stock of Remington Cutlery recently acquired, and which will be augmented 
by the assembly of component material when manufacturing operations start in 


about sixty days. 


The arrangements outlined above will enable those dealers having Remington 
showcases to continue with the present profitable line—for the present, under the 


Remington trade-mark—and later under our own trade name. 


It will always be our earnest endeavor to produce the same high, quality that 
has made the name of Remington synonymous with fine quality cutlery, and to fol- 
low those policies and plans most helpful in furthering cutlery sales through the 
hardware and sporting goods trade. We hope to merit the same splendid coopera- 


tion which you have extended in the distribution of Remington Cutlery. 


Orders and inquiries should be addressed to the Pal Blade Company, 595 
Madison Avenue, New York, N. Y. 


PAL BLADE COMPANY 


Factories: 
Sales and Executive Offices: Holyoke, Massachusetts 
: Plattsburg, ¢ 
595 Madison Avenue attsburg, New York 
a on ae Montreal, Canada 
ew York, N. Y. Buenos Aires, Argentina 
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Marshall-Wells, Portland, 


Suggests Dealers’ Course 


pr yeoste ING the earlier meeting 

of associate dealers of Marshall- 
Wells Co., Duluth, Minn., associate 
dealers of Marshall-Wells Company 


of Portland, Ore., met on Monday 





JAMES W. FEIR 


Vice-President-General Manager, 
Marshall-Wells Co., Portland, Ore. 


morning, February 10, for the open- 
ing session of their 1941 Congress. 
The meeting was called to order by 
Hempy, 
James Feir, vice-president and gen- 
eral manager of the Portland house, 
then introduced the first 
Harry Fisher, associate dealer in 
Enumclow, Wash. 

Speaking for the Associate ad- 
visory board, Mr. Fisher greeted all 
the visitors and opening the Con- 
the subject, “In 
a thought 


Lee assistant chairman. 


speaker, 


gress, spoke on 
Unity There Is Strength,” 


which was the theme carried out 
through the entire Congress. Mr. 
Fisher brought out the fact that 


every day we are faced with new 
competition. Independent dealers 
are in direct competition with all 
the other stores on their street and 
only by working and planning to- 
gether can the independent hope to 
hold his share of the available busi- 
ness. Following Mr. Fisher, Mr. Feir 
welcomed dealers and guests. 

In his keynote address presented 
Monday afternoon, Seth Marshall, 
president of the Marshall-Wells Co., 
reminded his hearers that although 





Ie poospect is rosy now, no one can 
foresee what lies ahead and declared 
that the wisest policy calls for cau- 
tion so that we may not again 
experience the disastrous reaction 
which followed the last war. 

For the first 1929 it 
is not a question as to how much 
people are going to buy, but rather 
what demands can be filled. It is 
important to that 
these improved business conditions 
are stimulated by war activity and 
are purely artificial. 
of the type we are now embarked on 
create wealth but rather 
leads to deliberate and systematic 
When this destructive 
chaos is ended we shall be faced not 
only with a major problem of unem- 
ployment, but also with widespread 


time since 


note, however, 


Preparedness 
does not 


destruction. 


financial distress. 

As to the future, there are certain 
definite and economic trends which 
can be counted upon: More income 
taxes—higher prices 
public debt—inflation. 

What are to be our objectives? 
Mr. Marshall asked. He answered, 
we certainly should take advantage 
of present good business prospects 


more more 


and get our share of increased con- 
sumer buying. Second, we want to 
do those things that will put our 
business affairs in the very best 
shape to withstand the shock of post- 
war conditions. We should look 
ahead now and picture our business 
as we would like to have it in the 
year “19-X” when the war is over. At 
that time we would not like to have 
bad debt losses to face. Therefore. 
we should keep down our open book 
accounts and require special down 
payments on all We would 
not like unsalable merchandise. We 
would want our merchandise all fast- 
quick-moving. so as to 


sales. 


turning, 






lessen the losses of declining prices. 
We want a sufficient sales volume 
so that any reasonable decrease in 
volume can be offset by reasonable 
reduction in expenses to avoid los 


ing money. We want to be head- 
quarters for the kind of merchandise 
consumers buy most freely in de- 
pression periods, thereby minimizing 
a drop in sales. 

Following Mr. Marshall, W. E. 
Hartwell, sales manager and chair- 
man of the Congress, spoke about 
the associate program. pointing out 
that just as courage, determination, 
and coordinated effort made this na 
tion what it is today, so those same 
traits are essential in carrying out 
the independent dealer’s fight for 
his place in the field of distribution. 

Among the visitors at the Congress 
who shared in the program were 
F. I. Monahan, general sales man- 
ager of the Mohawk Rug Co.; W. 
C. Coleman, president of The Cole- 
man Lamp & Stove Co.; J. H. 
Graham, The Coleman Lamp & 
Stove Co.; AHen Adams, vice-presi- 
dent and general manager of the 
Western Paint and Varnish Co.; Gus 
Peret, Peters Cartridge Co., Div. 
Remington Arms Co.; E. M. Grin- 
nel, editor of Hardware World, and 
D. D. Stewart, secretary of the North 
Coast Hardware and Implement 
Dealers Association. 

The planning beard for this year 
includes Frank Hollen, Condon, 
Oregon; Elmer Anderson, Snoqual- 


mie, Washington; A. L. Wold, Is- 
saquah, Washington: Jake Lentz, 
Yakima, Washington; Al Hill, St. 
Helens, Oregon; Murl Pettit, 
Coquille, Oregon; E. L. Starr, Sil- 
vertown, Oregon; Harry Fisher, 


Enumclaw, Washington; and U. J 
MacDonald, Multnomah, Oregon 
the latter being elected to replace 
Jim Ruel who retired; Bert Dingle, 
Dayton, Washington. This planning 
board, with Mr. Feir, Mr. Hartwell, 
W. E. Wilson and Ed Cooper, repre- 
senting Marshall-Wells Company. 
meets twice a year. 





Left to right, J. H. Graham, The Coleman Lamp 


& Stove Co., Wichita, 


Kan.; W. E. Hartwell, 


sales manager, Marshall-Wells Co.; Al Martinson, 
and George Milligan, E. C. Atkins & Co. 
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Visitors at the plant find the Final Test for Performance of 
every Briggs & Stratton motor as impressive and exacting as 
are the continuous tests and inspections at every step in the 
manufacture and assembly of Briggs & Stratton air-cooled motors. 
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GASOLINE 
MOTORS 


Final testing equipment in this, the most modern and fully 
equipped plant of its kind in the industry, includes bat- 
teries of automotive-type electric dynamometers — testing 
each Briggs & Stratton motor for power efficiency under 
full load — as well as a thorough tune-up and running-in. 


Another Reason Why the Briggs & Stratton Trade- 
Mark Is Your Assurance of Years of Trouble-Free 
and Economical Performance in the Field. 


More than one and a quarter million Briggs & Stratton air- 
cooled, 4-cycle gasoline motors — furnishing dependable 
power for hundreds of machines, tools and appliances have 
given practical proof of their unusual ability to “take it.” 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin, U. S. A. 


IT’S POWERED RIGHT WHEN IT‘S POWERED BY BRIGGS & STRATTON 
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Miss Ann Bishop, “Hardware 

Queen” for 1941. Dealers may ob- 

tain this and the other publicity 

photograph, suitably captioned, 

for publication in their local news- 
papers 


I, addition to the dis 


play material being made avail- 


able by the National Retail 
Hardware Association through its 
offices, state associations, and 
wholesalers, dealers may secure 
publicity items on Open House. 
These are designed for use in 
local newspapers prior to or dur- 
ing the event and are available 
as mats. Dealers advertising in 
their local newspapers should en- 
counter little difficulty in having 
them published. 

In the photographs, the attrac- 
tive young lady is Miss Ann 
Bishop who has been named 
“Hardware Queen” for 1941 and 
she promises to provide plenty of 
eye-appeal for Open House. 

Suggested copy for both photo- 
graphs reads as follows: 

“The dictionary is wrong about 
hardware, points out pretty Miss 
Ann Bishop, who recently was 
named National Hardware Queen 
for 1941. The dictionary defini- 
tion of hardware is ‘metal ware, 
cutlery, etc.,” and that 
doesn’t include the home appli- 
ances, many 


tools, 


housewares, and 


84 


other things carried by today’s 
hardware store, she explains. To 
get an up-to-date definition of 
hardware, her suggestion is that 
you visit your hardware store dur- 
Hardware Spring 
Open House, May 1-10, when 
10,000 hardware stores will be on 
dress parade.” 

And again, “Named National 
Hardware Queen for 1941, Miss 
Ann Bishop is shown here acting 


ing National 


as hostess at the door of one of 
the 10,000 hardware stores that 
will participate in National Hard- 
ware Spring Open House, May | 
through 10. The event is spon- 
sored by the National Retail Hard- 
ware Association and is supported 
by manufacturers and jobbers 
throughout the nation to acquaint 
the public with the wide variety 
of merchandise values offered by 
today’s hardware stores.” 


Here’s What Some of the Manufacturers Are 
Doing for National Hardware Open House 





Landon P. Smith, Inc., 
Irvington, N. J. 

Will supply six special buttons. 
illustrated, with the official sales 
kit, at no extra cost. There is 
no advertising on the face of the 
buttons and they are produced in 
four colors on a highly enameled 
field with this year’s Open House 
green and blue predominating. 
The bluebird, symbol of the spring 
Open House is depicted carrying 


Open House button for dealers 
and salespeople. 


a placard which bears the slogan, 
“Values Galore.” The company 
has also made a special offer of 
a new “Red Devil” transparent- 
handle putty knife, designed to sell 
at 50 cents, but offered for profit- 
able resale by dealers at 25 cents 
during Open House. The knives 
are displayed in colorful cartons 
specially identified for the week. 
Dealers who do not obtain the 
official Open House kit may re- 
ceive a supply of buttons by writ- 
ing the company’s Dealers’ Service 
department on their business let- 
terheads. 


E. C. Atkins & Co., 
Indianapolis, Ind. 

Has created a new saw display 
rack for Open House. Rack is of 
14-in. chrome-finished metal tub- 
ing. It stands 3 ft. high and pre- 
sents six popular-priced saws. Dis- 
play can be used on counter, in 
window, or fastened to the wall. 
Retail prices are contained on rack 
itself and small retail pamphlet de- 
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Open House 


Fall Event October 2-1 | 


scribing the saw is available to the 
customer. Saws have retail price 
range of $1.35 to $2.50. Dealer 














Counter, window or wall display 
from Atkins. 


gets rack with purchase of one full 
set of saws. 


Aladdin Industries, Inc., 
Chicago, I]l. 

Is making available a “Hy-Lo” 
free goods assortment No. 30 con- 
sisting of 9 “Hy-Lo” pts. No. 12 
at suggested retail selling price of 
$8.01; cost, $5.40; three “Hy-Lo” 
qts. No. 32 at suggested retail sell- 
ing price of $4.47; cost, $2.94; 
three “Hy-Lo” kits No. 098 at 
suggested retail selling price of 
$4.17: cost, $2.85; and one pint. 
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Miss Ann Bishop, 
“Hardware Queen” 
for 1941, in the 
role of hostess. 


No. 12 free. Total dealer’s cost is 
$11.19; retail value, $17.54. Also 
offered is a “Sani-Seald” assort- 
ment No. 20 consisting of six 
Aladdin No. 10 pts. to retail at 
$6.00; cost, $3.99; two Aladdin 
No. 30 qts. to retail at $3.50; cost 
$2.33; four Aladdin lunch kits 
No. 099 to retail at $5.40; cost, 


In free goods assortment. 


$4.26, and one Aladdin No. 10 
pint free. Total cost, $10.85:  re- 
tail value, $16.90. 


Gardiner Metal Co., 
Chicago, III. 

Has a special Open House dis- 
play box containing five cans of 
“repair-All” acid-core solder. Lib- 
eral coils come in the cans which 


rt, 
OPEN 
HOUSE 


x * 


are handy for use and home stor- 
age. One display box, $1.20; five 
display boxes, $5.50, and 10 dis- 


play boxes, $10.80. 


Manning, Bowman & Co., 
Meriden, Conn. 


Offers for Open House its “May- 
time” toaster at $9.95; regularly 
$12.95. A display harmonizing in 
design and color with official dis- 
play materials is included free with 
each standard package and news- 
paper mats are free on request. 
Toaster has two, full-size-slice ca- 
pacity; is fully automatic; current 
shuts offswhen toast is done. Has 
adjusting toasting dial. Low, 695- 


At special price for Open House. 


watt heating elements. Chromiuin 
finish with walnut Bakelite trim- 
mings. Underwriter approved. 














re 
UNIVERSAL ~ 
WORKMAR’S LUNCH KIT 


Landers, Frary & Clark, 
New Britain, Conn. 

Is offering lithographed red, 
white and black counter, table, and 
displays with its Open 
House specials. The displays. of- 


window 


fered free to dealers, feature the 
Open House bird theme which is 
being used to give a related se- 


Free displays 
for “Universal” 
Open House 
merchandise 


quence of dapper “early robins™ 
illustrating the product uses, to the 
Other 


helps include feature page broad- 


promotion. promotional 
sides detailing special offers; cata- 
log pages describing each item: 
ready-to-print newspaper ads, elec- 
tros, and featured item envelope 


enclosures. 





The Cleveland Chain & 
Mfg. Co., Cleveland, Ohio 


Is featuring for Open House its 
reel salesman chain display stand; 
plastic handled dog chain assort- 
ment No. 39; utility log chain; 
and 250 ft. carton of Buckeye 
pattern chain. Reel 
holds four full reels of chain or 


salesman 


equivalent in one-half or one-third 
reels. Available with order for 
any one of 10 assortments of 
Dog chain as- 


nickel 


Cleveland chain. 


sortment consists of 12 











Dog chain merchandiser and 
assortment. 


plated chains with plastic handle 
in color, packed in carton com- 
plete with three-color metal dis- 


The Buckeye coil 


play hanger. 


Reel “Salesmen” free with order. 


chain carton may be used for 
stocking chain or as a dispenser. 
Chain is pulled out and cut to 
any desired length. The log chain 
is available in sizes 14 in., 5/16 
in., 34 in. and 14 ft. long. 


The Sta-Brite Products 
Corp., New Haven, Conn. 


Offers four merchandise specials 
for Open House; the No. 97 HBN 


National Hardware 
Open House 





knife and fork set consisting of six 
knives and six forks to retail at 
$1.98: No. 97GDBN open stock 
knives, forks, teaspoons, soup 
spoons, butter knives, and sugar 
shells, with handles in red, blue. 
green, yellow, and ivory made 
under Catalin license, to retail at 
10 to 12 cents; No. 8246, 6-piece 
cocobolo kitchen utility set of a 
7-in. slicing knife, kitchen fork. 
serrated grapefruit knife, large 
flexible spatula, serrated utility 
knife, and paring knife to retail at 
$2.50; and the No. 91HBN 26- 
piece table service set in a window 
display box, to retail for $3.98. 


Conco Engineering 
Works, Mendota, IIl. 


Has two merchandise deals fo: 
Open House on its “Husky” ice 
cream freezers. Deal No. 1 con- 
sists of four 4-qt. and two 6-qt. 


Two Open House deals on 
freezers. 


freezers having a total retail value 
of $30.14; dealer’s cost, $20.00. 
Deal No. 2 consists of four 4-qt.. 
two 6-qt. “Huskies”; one 2-qt. and 
one 4-qt. “Dolly Madison” electric 
freezers. Total retail value is 
$53.99; dealer’s cost, $35.95. An 
ice crushing bag and mallet is in- 
cluded with each freezer as free 
merchandise. Special Open House 
banner is also offered. 


American Cabinet Hdwe. 
Corp., Rockford, Ill. 


Has display card that is printed 
in orange and grey and is lami- 
nated with “Cellophane” to make 
it dust-proof, spot-proof, and 
water-proof. A small Open House 
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WE'LL HAVE TO CROSS” : 
OFF OUR LIST” 34% 





owe /; 
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There are plenty of 
prospects in your commu 
nity for fence like this... 


Home owners put off until to- 

morrow the fence job they 
should do today—unless some alert 
dealer reminds them that they need 
fence. Put a roll of Cyclone “Red 
Tag” Lawn Fence, Flower Bed Border 
and a gate where your customers can 
see them. Send for our handy con- 
sumer price chart, window and coun- 
ter displays and other dealer aids. 


ei 


Let them help you make more sales. 

Your customers know that the 
Cyclone name stands for top quality. 
Cash in on the consumer accept- 
ance built up by years of consistent 


Cyclone advertising, by using Cyclone 


sales helps and by always pointing 
out the Cyclone “Red Tag.” 

Let Cyclone help you make 1941 
your biggest year in lawn fence sales. 


Phone, wire or write your jobber and 
put in a good stock right now. 


CYCLONE FENCE DIVISION 
(AMERICAN STEEL & WIRE COMPANY) 
Waukegan, Ill., Branches in Principal Cities 
United States Steel Export Company, New York 
LAWN FENCE - GATES + HARDWARE CLOTH 
SCREEN CLOTH RUBBISH BURNERS - WIRE MATS 


POINT TO THIS TAG... /t says 
“It’s Cyclone” and it helps make sales. 


UNITED STATES 


MARCH 6, 1941 














card in official green and blue is 
also provided and is punched to 
fasten under an “Amerock” drawer 
pull which can be mounted directly 
on the large display card. There is 





Pa | 
rée #800. Amerock RR 
A 





“Amercck” display set No. S-41. 


also an extra Open House card for 
fastening on the company’s 
“Color-Selector” demonstrator or 


on a model door display. 


The Washburn Co., 
Worcester, Mass., and 
Rockford, Ill. 


Has available a new combina- 
tion, the No. 89 glassware assort- 
ment featuring three “Androck” 
items, the nut chopper. 
pitcher, and the “tilt- 
jug” bowl and beater set, factory 


meat 
“dripless” 
packed with a colorful counter 


display. By removing the special 


National Hardware 
Open House 





Open House card, the rest of the 
display may he used the year 
‘round. 


Edmont Mfg. Co., 
Coshocton, Ohio 


States that dealers ordering 
“Swaggerettes” for Open House 
can get a special low price on the 
“Handy-Man” glove which will 
enable them to offer that glove for 
Open House only at a special 
price and still receive a handsome 














¢ 
At special low price. 


profit. Gloves have a new “no- 
slip” finish and a “red” color 
added to the line. Rubber on out- 
side and soft fabric lining inside. 
“Swaggerettes” and “Handy-Man”™ 
gloves come packed in a new 


counter merchandiser. Window 


“Androck” assortment and display for Open House. 


streamers, consumer folders, ad- 
vertising cuts and mats, free upon 
request. 


Turner, Day and Wool- 
worth Handle Co., 
Louisville, Ky. 

Offers for Open House or regu- 
lar selling an axe handle display 
and stock-keeping carton com- 
plete with 30 “Turnerday” qual- 
itv handles, eye-gaged to fit 314 











For display and storage. 


to 4%4-lb. standard pattern axes. 
Combines utility of sales-making 
display with room for keeping 
stock of 24 handles, clean, and 
straight. Available through job- 
bers. 


Triplewear Brake Lin- 
ings Corp., Paterson, N.J. 


For Open House offers its new 
Junior all-metal roll wick dis- 
penser free to every dealer with 
his purchase of 200 feet of its 
product. The dispenser holds one 
roll of % in. and 1% in., repre- 
senting the two fastest selling 
sizes. Dispenser is in three colors 
and both front and rear panels 
list 85 makes and models of oil 
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Many a motorist will fall like a ton of bricks for this Taylor 
Auto Altimeter. No. 2068C Taylor Auto Altimeter. Tells how 
high the hills are, how low the valleys. In brown plastic case, a 
handsome addition to any car interior. Inexpensive, easy to 
attach, nothing to get out of order. Just set hand to elevation 
at starting point by moving lever at top. Reliable—carrics 
Taylor 5-year Guarantee of Tested Accuracy. This model 
(No. 2068C), range to 5000 ft., in 100-ft. divisions—retail $5*. 
No. 2068D, range to 10,000 ft.; in 100-ft. divisions—at retail 
$6*. No. 2068F, range to 15,000 ft., in 200-ft. divisions—retail 
$7.50*. 


Fishermen by the score will want to catch more fish with 
the aid of this Taylor Fisherman's Barometer. No. 22S0F 
(Above, left) Taylor Fisherman's Barometer. Shows when fish 
will rise to the bait and when they will sulk along the bottom 
of the pool. In bakelite case, with convenient ring for hanging 
or holding. Complete with handy snap cover case of simulated 
green leather. This model (No. 2280F) for fishing at altitudes to 
3,500 ft.—at retail $5.* No. 2280-F-HA, range to 7000 ft.—at 
retail $6*. Also No. 5280 Taylor Fishing Thermometer. Tells 
where the cold water—and the fish—are. With pocket clip. 
Retail $2*, 











Display these two profit-making specials—but don’t forget other items in 
the complete Taylor Line. Below you see some of the products that are 
popular this time of the year. Be sure to ask your jobber about them today. 
Taylor Instrument Companies, Rochester, N. Y., and Toronto, Canada. 

















No. 5928. (Left) Bake Oven 
Thermometer. With new Binoc 
tubing for easier, faster reading. 
At retail $2.00*. Also less ex- 
pensive model, Tayler Oven 
Guide (No.,5927)—at retail 
$1.00*. 


No. 5113. (Left) In- 
door Wall Thermom- 
eter. At retail 75. 








No. 5357. (Above) 
Indoor Standing 
Thermometer. At 
retail $1.00*. 


No. 5140. (Above) Com- 
fortmeter. For indoor and 
outdoor temperatures. At 
retail 50¢*. 





No. 5314. (Left) 
Adjustable Win- 
dow Thermometer. No. 2289. (Above) Fairmont Junior 
With nickel-plated Combination. Barometer, Hygrom- 
bracket. At retail eter and Thermometer. At retail 


$1.25*. $10.00*. 


*Prices slightly higher west of the Rockies and in Canada, 
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Wick dispenser free with order 
for 200 ft. 


burners, including mail ordet 


wick 


data to enable dealer to serve his 


house units, with cutting 
customers without waste or mis- 
takes. Also free is an attractive 


window-wall poster 


Soilicide Laboratories, 
Upper Montclair, N. J. 
Open 


For promotion during 
House suggests that dealers offer 
its “Tat” fumidor rent free to any 
customer buying $5.00 worth of 


merchandise. This fumidor which 


Fumidor given 
with “Tat” 
assortment. 








is given free to dealers and is said 
to be a mass killer of moths, larvae, 
roaches, bedbugs, ete. Dealers gen- 
erally can rent it to customers at 
75 cents to $1.50. It employs a 
motor-driven blower to vaporize 
which are sold in 


Maker 


vaporization, a 


“Fum-ettes” 
erystallized form. states 
through 
saturated vapor condition can be 
developed within the 
space being treated and that this 
is toxic to many insects. The spe- 
cial deal with which the fumidor 


rapid 


confined 


is available consists of one gross of 


90 


National Hardware 


Open House 





“Tat” ant traps. Regular price of 
ant traps is list, $36.00; of fumi- 
dor, including display card, cir- 
culars and decalcomania sign. 
$8.95: dealer's price, $24.00. 


Armstrong-Bray & Co., 
Chicago, III. 


Announces a new counter dis 
play set consisting of an assort 


Counter display assortment. 


ment of sizes of each of the popu- 
lar types of “Steelgrip” lacing and 
“Wiregrip™ helt hooks. 


Flexible Steel Lacing Co.. 
Chicago, III. 

Is offering a new No. 410 Econ- 
omy display unit. A planned pro- 
gram of merchandising and sales 





help includes a special window 
poster, electros and mats for 
dealers’ and jobbers’ use. The No. 
410 unit provides an assortment of 
10 Economy packages of four 


The No. 410 
Economy 
display 
unit. 


sizes: 3 each LSE and 25E and 
iwo each of 20E and 27E. Each 
package contains one set of lacing 
complete with gage and hingepins 
for a 12 in. belt. Lacing can be 
broken and pins cut to correct 
leneth for the narrower belt. 


Luther Grinder & Tool 
Co., Fond Du Lac, Wis. 


Offers four merchandise  spe- 
cials. No. B225G grinder to re- 
tail for $4.50; regular retail price. 
$4.85: No. 155 special grinder to 
retail at $2.59, regular retail price. 
$2.85; a 7 by 2 in. oil tempered 
sharpening stone to retail at 15 
cents. and the No. 253 file to re- 
tail at 69 cents. Regular prices 
will apply after May 12. 


Luther sharpening stone and grinder at special 


Open House prices. 
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THE COMPLETE LINE 
... THE QUALITY LINE! 


All CONTINENTAL products are guaranteed to be 
first quality. When you sell the CONTINENTAL line 
of Screen Goods it means a combination of best materi- 
als and careful workmanship, assuring customer satis- 
faction. 


Our 35-year leadership in complete range and value 
has also made CONTINENTAL the _ outstanding 
PROFIT line of Screen Doors, Combination Screen and 
Storm Doors, and Window Screens for the dealer trade. 


CALL YOUR JOBBER! 




















United States Stamping 
Co., Moundsville, W. Va. 


Suggests its assortment 41-J of 
“U. S. Standard White Enameled 
Ware” which is a durable white 
over heavy gage steel shapes. New 
style inset covers, solid red with 
white plastic knobs. Assortment 


Enameledware 
at $1.00 and less. 
priced to retail 


consists of three each of seamles= 
tea kettles; double boilers; cov- 
ered sauce pans; percolators; cov- 
ered sauce pots, oval dish pans. 
and lipped sauce pan sets. Dealer’s 
cost $14.00 per assortment. Sug- 
gested retail selling price, $1.00 


or less each. 





North Bros. Mfg. Co., 
Philadelphia, Pa. 


With a special Open House price 
of 29 cents, is adding to its “Yankee. 
Handyman” line, a set of three im- 
proved drill points, 
packed in a non-breakable trans- 
parent container. Use of 
points converts any “Yankee-Handy- 
man” spiral screw driver into a drill 
for boring holes in wood for small 
screws. Drill points fit directly into 
chucks of drivers. Each set contains 
following sizes only: 5/64 in.. 7/64 
in., and 9/64 in. Regular retail price 
Three sets of 


conveniently 


these 


per set is 35 cents. 


tak 
ANDY MAN 


#7184 tenee 
arrears wens 
o0-1008-1050 


THEY FITOIM PLACE OF BLADE 


North Bros. Open House offering. 


92 


drill points are mounted on the No. 
333H merchandiser, illustrated. Card 
is bright red and blue. Detachable 
band features 29-cent price and after 
May 10 it is to be removed, exposing 
the regular 35-cent price. 
5 by 8% in. 


Card is 


Chicago Roller Skate Co.., 


Chicago, III. 


For Open House suggests a spe- 
cial deal, consisting of an assort- 
ment of its complete line of sidewalk 
roller skates to make an attractive 
display and to furnish a range of 
prices to meet every purse. In the 
assortment are the “Silent Flash” 
with rubber tires; the “Flying 


Roller skate assortments. 


Scout” steel wheel skate; the 
“Zephyr” with solid steel wheels, 
and in addition there are the junior 
and juvenile models to meet price 


National Hardware 


Open House 





competition. The assortment is lim- 
ited to the Open House event, and 
carries with it a special counter card. 


The Du-All Mfg. Co., 
Geneva, Ohio 


Is providing mop and premium 
deals for Open House and with its 
deals is offering free merchandise 


yY Left—The Du- 
All Mfg. Co.’s 
new display rack. 


and a free display rack. The vari- 
ous deals are presented in a special 
brochure available from the com- 
pany. A new display rack is fur- 
nished with an order for a dozen 


Above—The dust- 
ing mit. Below— 
dusting cloths. 
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WHITE MOUNTAIN LINE 
of 


ICE CREAM FREEZERS 


y SELLING 
: LINE 
of 
ICE 
CREAM 
FREEZERS 


WHITE MOUNTAIN 
(TRIPLE MOTION) 
SIZES | to 25 OTS. 


A 
(SINGLE ACTION) 
SIZES | to 20 OTS. 


White Mountain Ice Cream Freezers outsell other 


freezers because of their high standard of quality. 


From the big 1941 line dealers can find just the 
right type and size of freezer for every require- 
ment, all Improved models. Hand operated Freez- 
ers, with both crank and flywheel, also Power 
Freezers with pulleys for Belt Drive and Direct 
Motor connected Freezers for Electric Drive for 


“Home.” “Cafeteria” and “Commercial” use. 


Ask your Jobber for prices. Send for Catalogue 


of Complete Line. 


po INN 


MT. WASHINGTON 
(SINGLE ACTION) 
2, 3, 4 & 6 OTS 


THE 
WHITE MOUNTAIN FREEZER CO. 


INC. 
NASHUA, NEW HAMPSHIRE . . . 
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INDESTRO DISPLAYS 
DEFINITELY MEAN 


BUSINESS 


When you use these dis- 
plays you get double fist- 
ed punch in your tool 
department. Speed up 
turnover, install Indestro 
re bt} 0) (og A ololotdot-mos elo ME-1-)1I 
more tools. They com- 
poate sete Modttceltle)eMmed-lell-me: 
desire to buy. Volume 
sales result. A wide va- 
riety of popular tools are 
available. Display boards 
are free when ordered 
with assortment of tools. 
Get details now.- You'll 
be money ahead. 


INDESTRO MFC.CORP. 


tS 
2649 N.KILDARE, CHICAGO, ILL. 

















mops and the free merchandise given 
with the deals consists of dusting 
mits and dusting cloths. Also fur- 
nished is a display card for the dis- 
play rack, tying-in the merchandise 
with Open House. 


Bill DeWitt Baits, 
Auburn, N. Y. 


For Open House is extending its 
“Business Building Plan” to the 
hardware industry generally. The 
plan makes it possible for any sport- 
ing goods or hardware dealer to act 
as outlet for the company’s entire 
line, for an initial investment of 
$5.00, backed by a moderate line of 
credit with a recognized wholesaler. 
Special rush order cards permit 
dealers to give customers direct- 
from-factory shipments without the 
usual delays on any items not in 





DeWitt display material 


stock. While shipments go direct to 
the customer on the dealer’s order, 
the billing goes to the regular job- 
ber, so that both jobber and dealer 
are placed in a position to pick up 
profits on merchandise which they 
do not physically handle. Special 
Open House display material will 
also be available. 


S. C. Johnson & Son, Inc., 
Racine, Wis. 


Is providing an Open House deal 
consisting of the quart size “Glo- 
Coat” with a free applier to retail 
at 98 cents for both. This deal No. 
12 includes 12 quarts of “Glo-Coat” 
and 12 appliers plus the display 
rack shown. The cans are packed in 
a perforated carton which cuts open 
and becomes the base of the display. 
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National Hardware 
Open House 























The Johnson “Glo Coat,” appliers 
and display rack. 


This deal will be advertised in na- 
tional consumer magazines and dur- 
ing the latter part of April, Fibber 
McGee and Molly will plug the deal 
and Open House program over the 
radio. 








What the Wholesalers 
Are Doing for 
Open House 


Belknap Hdwe. & Mfg. 
Cu., Louisville, Ky. 


Is participating in Open House 
by having its buyers give careful 
consideration to special items of- 
fered by manufacturers for the 
event. The company also plans to 
make up and to send its dealers a 
list of the items, about the first of 
March. J. W. Daughtrey will head 


that activity. 


Additional Wholesaler Par- 
ticipating in Open House 


Key Hardware Co. 
Los Angeles, Cal. 





Electric Fence Controllers a Major Line Here 


(Continued from page 61) 


quired to show this line which 
brings the sale rating per square 
foot quite high, so high, in fact, 
that it deserves the best space on 
the sales floor. 

Outside salesmen, who are call- 
ing on the farm trade all the time, 
sell about 50 per cent of these 
units. The balance of the business 
is secured in the store. Approxi- 
mately 50 per cent of the sales are 
for cash and the balance is credit. 
Occasionally a unit is sold on con- 
ditional sales contracts but most 
of them are open account trans- 
actions. 

Besides being easy to sell, for 
most farmers today are fairly well 
informed on electric fence, once 
the sale is made there is rarely 
any follow-up or service work in- 
volved. The units operate without 
any check up and deliver excellent 
service for many years. If trouble 
should develop the farmer usually 
brings the unit to the store to 
have it checked over. 

After a set has been in opera- 
tion for a number of years, it is 
sometimes necessary to have it 





overhauled. This type of work is 
done at the factory with the 
farmer paying for the parts and 
labor involved. The dealer has 
no expense in connection with this 
service work. 

“There are practically no trade- 
in’s involved in the sale of this 
line,” said Mr. Helm. “Now and 
then we will be asked to make an 
allowance on an old unit, and, if 
it is a job that we are familiar 
with and know is reliable, we will 
accept it. When this is done, the 
unit taken in is returned to the 
factory for complete overhauling 
and reconditioning. These units 
are then put in stock and are 
moved quickly.” 

Direct mail advertising is used 
to promote the line. Envelope 
stuffers are mailed with monthly 
statements and window displays 
of the line and accessories are in- 
stalled several times a year. The 
store display is most effective and 
most prospects for electric fence 
are secured as a result of indi- 
viduals stopping to look at the 
units near the door. 
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LONG LIFE 


PAINTS * VARNISHES + ENAMELS 


“I've lived a few years— done a bit of painting in my day, too. And let 
me tell you, small incomes go a long way with a fine paint like Kyanize. 
Don't throw things away, I say; make them sparkle with new LIFE again. 
Use Kyanize.”’ 

There, dealers, is the advertising theme of the Kyanize LIFE Story for 1941. 
Packed full of human interest. A lovable lady of experience speaks for Kyanize 
from store windows, and the pages of the nation’s leading newspapers and 
magazines. 

If not already a Kyanize Dealer, you'll want to investigate, then invest in 
this powerful proposition. Sign and send the coupon today. 


BOSTON VARNISH COMPANY Everett Station Boston, Mass. 





OLLIE is THE L/FE OF THE SURFACE 
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Washers Require Intensive Selling 


Says W. Neal Gallagher at recent 


Ohio Hardware Ass'n Convention 


OLUME and profit opportuni- 
V ies in selling household wash- 
ers and ironers demand the most 
serious attention of the retail hard- 
ware trade, “even to the extent of 
making the products of our industry 
a specia] department of your busi- 
ness,” W. Neal Gallagher, president 
of the American Washer and Ironer 
Manufacturers’ Association and head 
of the Automatic Washer Company. 
Newton, Iowa, told the members of 
the Ohio Hardware Association at 
their recent annual convention. 
Pointing out that washer sales in 
1940 were almost 10 per cent above 
1939 in units, and at an average 
price of $72.88 and that ironers in- 
creased 40 per cent in units, Mr. 
Gallagher suggested that if dealers 
did not succeed in raising their 1940 
sales to the same degree, it is cer- 
tain that the business they neglected 
to obtain went to make additional 
sales for competitors. 


Sales Stability 


Washers have sales stability, with 
only slight month-to-month varia- 
tions from an ideal average of 8-1/3 
per cent of the year’s volume each 
month, as compared to the peaks 
and valleys in radio and refrigera- 
tor selling, and thus offer attractive 
year-round profit opportunities to 
the owner of any retail store, he as- 
serted. 

To dealers feeling that they have 
reached their limit in washer selling. 
he urged intensive cultivation of the 
farm market. “The farm home has 
greater need for an up-to-date power 
washer than any other home.” he 
said. “The farmer proves himself 
every day to be a washer buyer. yet 
it is obvious the country over that 
no erganized effort is being made to 
sell him. In most instances, when a 
farm is electrified. the first labor- 
saving appliance purchased is an 
electric washer. It needed only the 
influence of the high-line, and the 
publicity given to the coming of 
electricity to make the farmer realize 
it was time to buy a washer and to 
make the dealer realize it was time 
to go out and sell him. 


% 


“All such farmer customers would 
have bought a gas model earlier, 
which in turn would have made an 
earlier profit for the dealer, if some- 
one had gone out earlier and sold 
them. Selling electric washers in 
the country is selling only a part of 
the market. 

“You can increase your dollar vol- 
ume and your dollar margin much 
more readily through active appli- 
ance selling than by any other meth- 
od, for one washer sale equals the 
dollar volume, margin and profit of 
50 average shelf hardware sales. 

“If a village has a one-mile radius. 
an area out for five miles from the 
town limits will contain 440 quarter- 
section farms. Systematically and 
thoroughly canvassed, these alone 
constitute a big territory for any 
dealer. Going out five miles more 
reaches 1068 additional farms, and 
another five-miie circle gives 1657 
additional farms. Isn’t it reasonable 
to believe that there are at least 24 
additional washer sales in any such 
territory ? 

“Some of you probably feel that 
it is all very well to paint such pic- 
tures, but that you, as an individual 
dealer, are located in a community 
where only $39.50 washers are being 
sold. When I talk with a dealer who 
tells me his trade will not buy any- 
thing but low-priced washers, I gen- 





W. NEAL GALLAGHER 


erally find that the dealer himself is 
not offering his customers anything 
but low-priced washers.” 

The average dealer should invest 
$250 in a manufacturer’s full line to 
get his rightfui share of the 194] 
business and to create sufficient sales 
of the better models, Mr. Gallagher 
asserted. A step-up line, plus floor 
demonstrations, he said, will put any 
dealer’s sales above the industry 
averages. 

Mr. Gallagher also urged tying in 
ironers as the logical second half of 
selling a washer. “There is no more 
sense in a woman using a washer and 
then 2 hand iron than there would 
be in a farmer plowing half a field 
with a tractor and then hand-spad- 
ing the rest,” he said. 


Just Among Ourselves 


(Continued from page 48) 


clients such firms as Johns-Man- 
ville & Co., E. I. du Pont de 
Nemours & Co., The Hoover Co.., 
The Texas Co., R. H. Macy & 
Co., Hotels Statler and others. 
When he speaks on the subject of 
salesmanship, his voice is the 
voice of authority. His ideas, his 
very phraseology have been wide- 
ly quoted, even imitated, with and 
without credit at conventions, 
sales meetings and other gather- 
ings of thoughtful business men. 





Beginning in the issue of March 
20, Harpware Ace will publish 
a series of six articles by Mr. 
Wheeler under the general head- 
ing of “Sizzlemanship.” These 
articles should be inspiration to 
any man who sells. They give an 
entirely new angle to the art and 
science of selling. They are in- 
tended for both the owner of a 
hardware store and for the newest 
member of his sales staff. Watch 
for article No. | in our next issue! 
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General Electric Announces Lower Prices on 
Quantity Purchases of G-E Mazpa Lamps! 


A RARE OPPORTUNITY FOR YOU! As of 
March Ist you can sell every small factory, 
office, store, apartment and restaurant at a 
quantity price that is the lowest in G-E his- 
tory! Start today! Tell every customer who 
comes in of the savings he can make through 
quantity purchases of G-E Mazpa lamps. 








New quantity discounts that benefit ‘even the 
small buyer. 20‘; discount on broken pack- 
ages of $5.00 or more! 257 off on $15. or over! 
Larger discounts to contract purchasers. It’s 
one of the most significant and far-reaching ~ 
discount changes ever made on General Elec- 


tric MAzpa lamps—and it covers all types. 


BE SURE TO ASK FOR COMPLETE details of the new G-F discount plan. It affects every busi- 
nese customer on your books as well as many customers who buy lamps for home use! 
Your G-E lamp distributor has full information. 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 


GY, 





NEW/ 65-WATT G-E MAZDA F (FLUORESCENT) LAMP available April Ist. Of special interest to stores, hotels, res- 
4 


taurants. clubs, offices! Colors: Daylight and 3500° White. Size: 36” length, 2's” diameter. List price $2.75. 
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G-E MAZDA LAMPS 
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RIGHT-SIZE LAMP MONTH! & 


—Here’s the way you 
the special March display th: 
Saturday Evening Post ad righ 
It helps make yo 
March Right Size 


can use 
it ties in with the 
t in your window. 
ur store headquarters for the 
Lamp month activity, 


COUNTERS — of course 
right size lamp bulbs all during March. Put 
the special display tie-in card on your lamp 
bulb counter, right at the point of sale, 


you should feature 


Pf ye a “te 
BT ssi cea 


of os, e a. 


* wae’ AY 


wre a, 
<= - 
MERCHANDISING RACKS — or you can 
put the special display tie-in card on top of 
your wire merchandising bulb rack where it 


will remind customers and sales people too 
to fill empty sockets. 
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50 Years of Manufactured Abrasives 
—a History of The Carborundum Co. 


TT] 
bits 1891, a half 


century ago, the only abrasives were 
natural ones. Gem cutters used dia- 
mond dust for cutting, forming and 
polishing precious stones, and wheels 
cut from sandstone were the princi- 
pal means of sharpening tools until 
about the middle of the 19th Cen- 
tury when the natural abrasive. 
emery and corundum were bonded 
into wheels. None of these were 
precision tools, yet the metal work- 
ing industry was in need of an abra- 
sive substance which would be uni- 
form in composition, sharp, nearly 
hard as diamond, inexpensive, and 
which could be formed into wheels 
which would permit accurate grind- 
ing. 

Dr. Edward G. 
noticed in some of his experiments 
in the reduction of ores, that when 
clay articles were heated to high 
temperatures in natural gas-fired fur- 
naces, the clay became impregnated 
with carbon and seemed harder than 
ordinary “fired” clay. In March, 
1891, he determined to carry on 
those experiments wiih an electric 
furnace—a crude affair which he 


Acheson had 


made out of an ordinary plumber’s 
pot such as is used for melting 
solder. To this he connected two 
copper wires, one attached to the 
crucible and one to an are-light 
carbon. This electrode was sur- 
sounded by a mixture of clay and 
coke in the crucible. 

After the heavy electric current 
had passed through this mixture for 
some time, generating a very high 
temperature, Dr. Acheson turned off 
the current and allowed the mixture 
When he examined the 
contents of the crucible he was dis- 
nothing important 

happened. “By 
mere chance,” as he said, he hap- 
pened to notice a few minute crys- 


to cool. 


appointed, for 
seemed to have 


tals of some substance sticking to 
the point of the carbon electrode. 
Picking them up on a point of a 
lead pencil he found that they could 
not only cut glass but would scratch 
the diamond in his ring. 

He did not know what they were. 
but suspecting that they were a mix- 
natural aluminum oxide 
known as “corundum” and carbon. 
he coined the word “Carborundum” 


ture of 


The present plant of The Carborundum Co. at Niagara Falls, 
N. Y.; above—the original plant at Monongahela City, Pa. 


DR. FRANK J. TONE 


President, 
The Carborundum Co. 


and registered it as the trade name 
of the new substance. Chemical anal- 
ysis showed that it was actually sili- 
con carbide, an absolutely new mate- 
rial which did not occur in nature. 
Dr. Acheson built a larger furnace 
in his small plant at Monongahela 
City, Pa., and soon was able to pro- 
duce larger amounts of silicon car- 
bide. The first crystals were sold 
to gem polishers at $880 a pound. 
The small company that had been 
formed and which in September, 
1891, had been incorporated as The 
Carborundum Co. was moved to 
Niagara Falls, N. Y., in 1895 in or- 
der that the company could avail 
itself of the cheap power developed 
there; to build larger furnaces, and 
to make the new abrasive on a larger 
scale. A small plant was built 
where the present planf now stands, 
and a hardy group of pioneers went 
to work. To them goes much of 
the credit for the development of 
the electric furnace. Having little 
or no precedent to follow, their fur- 
nace room was really their labora- 
tory. But soon the industrial world 
learned that a new abrasive was be- 
ing made in the electric furnace 
from such ordinary materials as 
coke, sand, sawdust, and salt, at the 


HARDWARE AGE 





THE NEW 


ROR MORN 


SCREEN DOOR CLOSER NO. 44 


















| | 
Choice of American Builders and Home Owners 


A big season is ahead for Norton Dealers. The new | 
Norton Number 44 has been enthusiastically | 
received. It sets new highs in appearance, efficiency, 
and durability. Your home owner and builder cus- 
tomers will be quick to see the advantages of its 
superior construction features. The cylinder is a 
seamless BRASS tube, finished in brown to harmon- 

ize with other exposed parts of the closer. It will not | ff Seek Wes is dae de ae 
rust. Bracket, spring holder, and hinge plate are a HA { Fy png gy agenda See ets sedge 


, : . cause it is packaged to be se/f-se/ling, in 
heavy steel stampings. The spring is of flattened 


























IN SIGHT— 
IN MIND 


All cotton yarn, firmly braided. 50% 

















brightly printed transparent wrap and 
effective counter display carton. You can 






























wire for greater strength and is protected from dirt | ff , = sell clothes line even though you hide it 
° ‘ rake away—you can se//] far more when it is 

and dust by a smooth, curved cover that is quickly Sem = properly displayed 
removed and replaced without distortion. Norton | | aha) LINE Clothes line is a necessity—people have 
| to buy it—but not necessarily from you. 


#5 CPOE BIN. 


Stock Whale Clothes Line and let the 
effective Whale packaging say, 
buy here and now 


Number 44 may be installed on either the hinge or 
opposite the hinge side of the door, right or left 
hand, and comes packed in individual cartons with 
full instructions for applying. Retails at $2.00. 









Ask your jobber for Whale Clothes Line- 
quality to satisfy—packaged to sell. 





We make a wide variety of braided cotton 
clothes line and sash cords, to meet all 
requirements for price and quality. 






















NORTON 

NO. 04 SAMSON CORDAGE WORKS 
SCREEN , BOSTON, MASS. 
DOOR 





CLOSER 


The Norton Number 04 is the closer that sells when a 
good performer at a lower price is demanded. Because 
fewer parts are required in the simplified construction of 
the Number 04, it can be sold at an extremely low price, 
considering quality and durability. The cylinder of 
Number 04 is also a seamless BRASS tube. The spring 
is concealed within the cylinder. Number 04 is installed 
on opposite the hinge side only, right or left hand, and | 
comes packed in individual cartons with full instructions | 
for installing. Retails at $1.25. 





















Consult Your Jobber or Write to 


| 

NORTON DOOR CLOSER CO. | 
Division of The Yale & Towne Mfg. Company 

2900 N. Western Ave. Chicago, Illinois 

Se 
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“Irtook ¢ LOPAY to do 
now after collapsin 
has created V . 






ALABAMA 
Birmingham — Birmingham Wood- 
enware Co. 
C. W. Breneman Co. 
City Paper Company 


ARKANSAS 
Fort Smith — Berry, D. C., Co. 
Eads Bros. Furn. Co 
Little Rock — Berry, D. C., Co. 
Fones Bros. Hdw. Co 


CALIFORNIA 
Los Angeles — C. W. Breneman Co. 
Oakland — R. C. Kletzker Co. 
San Diego — Buel-Town Co. 
San Francisco — Butler Brothers 
Walton N. Moore 
D. G. Co. 


COLORADO 
Pueblo — Colorado Paper Co 


OR WIRE 
DIRECT TO 
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CONNECTICUT 
Bridgeport — Nathan Schwarz & 


on 
Hartford — Capitol Paper Company 


FLORIDA 
Jacksonville — J. H. Churchwell & 
Cc 


o. 
C. W. Breneman Co. 
Knight Bros. Paper 


Co. 
Orlando — Knight Bros. Paper Co. 
Tampa — Bentley Gray D. G. Co. 


GEORGIA 
Albany — Albany Paper Co. 
Atlanta— H. Mendel & Co. 

S. E. McConnell & Sons 

D. G. Co. 

Rosenfeld Co. 
Augusta — Stovall-Daniel Co. 
Columbus — Arenowitch Co 

Columbus Paper Co. 
Macon — Jackson-Wynn Co. 
Savannah — Isaac Rabhan & Sons 


CLOPAY CORPORATION 





IDAHO 
Boise — Blake, Moffitt & Towne 


Chic — Butler Broth 
— } nce Sada, Seoes & Sioux City — Hess-Mallory Co. 


VENETIAN BLIND SENSATION 


at $1.49 to $1.98 (Retail 


CREATED BY WORLD’S 
NO. 1 WINDOW SHADE 
“MIRACLE WORKER” 


@ It was CLOPAY that first turned the 10c to 35« 
window shade market into big business for American 
retailers. For the first time, low-priced window shades 
were made truly beautiful, amazingly durable and 
were consistently backed by aggressive national 
advertising. 

Now CLOPAY creates a vast new Venetian Blind 
market in exactly the same way. Now even families 
earning less than $2,000.00 a year are prospects and 
that’s over 80% of the nation! They couldn’t afford 
the only kind that were offered up to now—are ready, 
willing, able to buy sensational new CLOPAYS. That 
has already been proved in hundreds of stores—over 
150,000 sold without a line of national advertising 


BUT... WILL CUSTOMERS BE SATISFIED? 


YES! More than 150,000 CLOPAY blinds already in 
service—98.6 % enthusiastic approval, by actual check 


AMAZING QUALITY FEATURES AND LOW 
PRICE BRING A GREAT NEW MARKET 


Look what an astoundin 
value you offer—rigid, Bi:yVjaemely 
curved slats of warp-re- ENAMEL = 
sisting chestnut fiber— PAINT 
automatic tilting device 
and lock—washable, 
baked enamel finish—new 
top as easily installed asa 
window shade! These 
sensational quality fea- 
tures aggressively adver- 
tised mean—Venetian CURVED 
Blind sales TRIPLED or FOR STRENGTH 
QUADRUPLED! 


3 PLY 


CHESTNUT 
FIBRE BASE a 





Available From These Distributors 


IOWA 
Burlington — Schramm and Schmieg 
Co. 
Davenport — Peterson Paper Co. 


ILLINOIS Des Moines — Luthe Hdwe. Co 


KANSAS 








Co. 
Hibbard, Spencer, Bartlett 
& Co 


Decatur — Wait-Cahill Co. 
Joliet — Robert Pilcher Paper Co. 
Murphysboro — Martell D. G. 
Notions Co. 
Quincy — Irwin Paper Co. 
Spring Valley — S. Abraham & 
Sons 


INDIANA 
Fort Wayne — Fisher Bros. Paper 


o. 
Mutual Jobbing Co. 
Indianapolis — Van Camp Hdwe. & 
Iron Co. 
Richmond — Adam H. Bartel Co. 





Hutchinson — Hutchinson Paper Cx 

Salina — Lee Hdwe. Co. 

Witchita— The Johnston & Lari 
mer D. G. Co. 


KENTUCKY 
Louisville— N. I. Weinberg Co 
The Otis Hidden Co 
Carter Dry Goods C« 


LOUISIANA 
New Orleans — A. Baldwin & Co 
Columbia Paper Co 
Inc. 
Jaubert Bros. Co 
Renard Linoleum & 
Continued on Opposite Page 


1214 CLOPAY SQUARE 
CINCINNATI, OHIO 
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almost unbelievable temperature of 
4000 deg. F. 

New methods of wheel making 
were developed, new bonds were 
compounded, and very soon the plant 
was turning out grinding wheels for 
the snagging of foundry castings 
which cut with amazing speed and 
showed such long life as to revolu- 
tionize the work of grinding the 
products of the foundry. 

In 1899, Charles B. Jacobs in- 
vented a process for manufacturing 
crystalline alumina or manufactured 
corundum by the fusion of the high- 
ly aluminous clay, bauxite, in the 
electric furnace. The aluminum 
oxide type of abrasive is manufac- 
tured by The Carborundum Co. un- 
der the trade name “Aloxite.” 

Today after 50 years, there is no 
industry which does not use abra- 
sives or abrasive products, such as 
are manufactured by The Carbor- 
undum Co., in some form or another. 
In the metal working fields the work 
of the modern abrasive ranges from 
the grinding of tiny balance pins 
in watches and clocks and the grind- 
ing of pen points, to the grinding 
of the massive parts of locomotives 
and the castings and bases of ma- 
chine tools. Modern abrasives have 





The late Dr. Edward Goodrich 

Acheson posed with his little iron 

bowl furnace, reenacting his orig- 

inal experiment through which he 

created a few tiny crystals of the 
first man-made abrasive. 


revolutionized the fabrication of mar- 
ble and stone and are indispensable 
in the buffing and finishing of the 
products of the shoe and leather 
trades. They bevel and cut glass. 
shape and finish pearl, polish preci- 
ous stones, and sharpen the tools of 
the home and the farm, and the tools 
of all trades and crafts. 

Perhaps the most important of all 
is the contribution that manufac- 
tured abrasives have made to mass 





production. Mass production is 
founded on the principle of inter- 
changeability of parts, that is, the 
ability to produce large quantities 
of parts, each one just like the other 
within predetermined limits of accu- 
racy. Through the use of the grind- 
ing wheel and the modern grinding 
machine thousands of parts can be 
ground to such accuracy that they 
vary from one to another not more 
than a fraction of a thousandth of 
an inch. 

The story of modern abrasives 
would not be complete without ref- 
erence to their uses as refractories 
in the world of high temperatures. 
It is rather astonishing to realize that 
on one hand both “Carborundum” 
and “Aloxite” serve all industry as 
abrasives and on the other hand 
as refractories in many types of in- 
dustrial furnaces where resistance to 
high heat, speed of heat transfer, 
and resistance to softening and 
spalling are essential. 

From this incomplete list of the 
uses to which the modern man-made 
abrasives are put, it is apparent that 
the minute crystals, almost over 
looked by Dr. Acheson, have had an 
important influence on the well be- 
ing of mankind. 








DISTRIBUTORS OF CLOPAY VENETIAN BLINDS 








Continued from opposite page 
Rug Co. 
Shushan Bros. Co. 
Stauffer, Eshelman 
Co., Inc. 
Williams-Richardson 


°. 
Monroe —H. Mickel D. G. Co. 


MAINE 
Bangor — W. S. Emerson Co., Inc. 
Portland — Sawyer Barker Co. 


; MARYLAND 
Baltimore — Butler Brothers 


MASSACHUSETTS 
Boston — Andrew Dutton Company 
Gardner — R. W. Symons 
Springfield —C. W. Breneman Co. 
Worcester — Arrow Wholesale Co. 
Economy D. G. Co. 


: MICHIGAN 
Detroit — Edson Moore Co. 
Weid-r’s Whlse. Hdwe. & 
Spec. Co. 


MINNESOTA 
Duluth — Kelley - How - Thompson 


0. 
Minneapolis — Butler Brothers 

Hall Hdwe. Co. 

Leitz Carpet Corp. 
St. a Ozmun & Kirk 


Merril Greer Chapman 


G. etieaee and Com- 
pany 


MISSISSIPPI 
Gulfport — Gulfport Woodenware & 
Supply Co. 

Jackson —§. N. Thomas’ Sons 


MISSOURI 
Kansas vepslatier - _ & Var- 


St. Joseph — Sheridan- Clayton Paper 
Tootle-Campbell D. G. 
Co. : 


St. Louis — Butler Brothers 
~ & Walker D. G. 


0. 
Renard Linoleum & 
Rug Co. 


MONTANA 
Billings — Carpenter Paper Co. 
Great Falls — Carpenter Paper Co. 


NEBRASKA 
Lincoln — Schwarz Paper Company 
Omaha — C. W. Breneman Co. 

Carpenter Papsr Co. 

“— Paint & Varnish 

°. 


NEW JERSEY 
Camden — The C. W. Breneman Co. 
Carter Paper Co. 


NEW YORK 
seein! W. Breneman Co. 
P. Van Hoesen Co., 
nc. 
Weed and Company 
New York City—C. W. Breneman 


Co. 
Butler Brothers 
The Weiss and 
Klau Co. 
Rochester — Smith Gormley’ Co., 


Inc. 
F. P. Van Hoesen Co., 
Inc. 


Syracuse — Neal and Hyde, Inc. 
NORTH CAROLINA 
Charlotte—C. W. Breneman Co. 

Irwin Sales Co. 


NORTH DAKOTA 
Fargo — Smith, Follett & Crowl 


OHIO 
Akron — The Rohner Paper Co. 
— Wholesale Groc. 
0. 
emai W. Breneman 


oO. 
Seinsheimer Paper 
orp. 


Cleveland — The Root & McBride 
Cc 


o. 
Geo. Worthington Co. 
Columbus — Central Ohio Paper Co. 
Smith Bros. Hdwe. Co. 
Tracy Wells Co. 
Dayton — J. T. Barlow Co. 
Robert Wilson Sales Co. 
Portsmouth — Midland Grocery Co. 
of Ohio 
Toledo —C. W. Breneman Co. 
The Buckeye Paper Co. 
Toledo Mdse. Co. 
Youngstown — The Stambaugh- 
Thompson Co. 


OKLAHOMA 


Oklahoma City — Central Merchan- P 


d'se Co. 
Miller-Jackson Co. 
Oklahoma Paper 


Co. 
OREGON 
Portland — The C. W. Breneman 
Co. 
PENNSYLVANIA 


Allentown — Bittner-Hunsicker Co. 
Klein Bros. Paper & 
Twine Co. 
Altoona — The H. C. Prutzman Co. 
Harrisburg — Freedman and Co. 
Philadelphia— E. J. McAleer & 
Co., Inc. 
Jos. Ormin & Co. 
Supplee-Biddle 
dwe. Co. 
S. Wolf & Sons Co. 
Pittsburgh — ee 


0. 
Balter Paper Co. 
C. W. Breneman Co. 
Morris Paper Co. 
Penn Needle Art Co. 
Scranton — C. W. Breneman Co. 
RHODE ISLAND 
Providence — Ballou, Johnson , & 
Nichols 
SOUTH CAROLINA 
Charleston — M. Hornik & Co. 
Columbia — Carolina Paper Co. 
Greenville — Lipscomb-Russell Co. 


SOUTH DAKOTA 
Sioux Falls — Sioux Falls Paint & 
lass Co. 


TENNESSEE 
Knoxville — Deaver D. G. Co. 
Memphis — Wm. R. Moore D. G 


0. 
Nashville — American Paper & 
Twine Co. 


TEXAS 
Amarillo — Amarillo Hdwe. Co 
Amarillo Paper Co 
Beaumont — The Stedman Co. 
Dallas — The C. W. Breneman Co 
Butler Brothers 
Houston — C. W. Breneman Co. 
Leff Bros. D. G. Co 
Radoff Bros. Co 
San Antonio —All-nsworth-Carne- 
han Co. 
A. B. Frank Co. 
Waco — The Cooper Co., Inc. 
McLendon Hdwe. Co., Inc 


. UTAH 
Salt Lake City — Salt Lake Hdwe. 
Co. 


VIRGINIA 
Lawrenceville — Garment Mfg. Co., 


nc. 
Norfolk — Atlantic Paper Corp. 
Richmond — Richmond D. G. Co., 


Inc. 
Roanoke — Va. Paper & Chemical 


0. 
Winchester — W. H. Bosserman & 
Son 
WASHINGTON 

Seattle — Zellerbach Paper Co. 
Spokane — Marshall-Wells Co. 

McClintock-Trunkey Co. 

WEST VIRGINIA 

Bluefield — Bluefield Hdwe. Co. 
Charleston — Thomas Field & Co. 
Huntington — Watts, Ritter & Co. 
Parkersburg — H. P. Dills & Son 


Co., Inc. 
Wheeling — The John S. Naylor Co. 
WISCONSIN 
Green Bay — Morley-Murphy Co. 
Milwaukee — Ruby Products Co. 
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Salesmen 
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EXPANSION PLANS ANNOUNCED FOR 


ULSTER KNIFE CO.—NEW OFFICERS 


C. Dwight Divine, son of the 
founder of the Ulster Knife 
Works, is announcing an exten 





C. DWIGHT DIVINE 


sive expansion plan for this com- 
pany, which is the oldest oper- 


ating pocket knife factory in the | 


United States. Albert M. Baer, 
who in 18 years of affiliation with 
the cutlery business rose to be- 


come active head of the Camillus | 


Cutlery Company, and who is 
well known in the hardware and 
cutlery trade throughout the 
United States, will be president 
of the Ulster Knife Co. A. 
Harry Aaron, formerly vice-presi- 
dent of the Dictograph Products 
Company, in charge of manufac- 
turing, will become vice-presi- 
dent; C. Dwight Divine will 
become chairman of the board of 
directors. John H. Divine will 
also be on the board of directors. 

The Ulster Knife Co. has 
opened a New York office and 
showroom at 1776 Broadway and 
has begun the purchase of new 
equipment and machinery and is 
retooling the plant at Ellenville, 
N. Y. The same high quality 
products are going to be manu- 
factured, as have been in the 
past. An additional number of 
employees have already been 
hired and the plan is to dis- 
tribute the goods through the 
wholesale hardware and jobbing 
trade, under the “Ulster Trade 
Mark” brand. 

The plant was originally started 
in 1871 in Ellenville, by a group 
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of knife workers that originally 
came from Sheffield, England. It 
was started on the site of an old 
| foundry, on a cooperative basis. 
Mr. Dwight Divine (C. Dwight 
Divine’s father) became proprie- 
tor of the company in 1876. El- 
| lenville was at one time the very 
heart of the pocket knife manu- 
| facturing business in the United 
| States and such concerns as the 
| New York Knife, the Walden 
Knife Co., the Warwick Knife 
Co., Naponoch Knife Co., and the 
Schrade Cutlery Co. and other 
smaller shops were in the vi- 
cinity, so that the area has many 
| skilled cutlery men still living 
in the vicinity. 


The new firm acquires the en- 
tire manufacturing plant of 
Dwight Divine & Sons, Inc., who 
| will have no further connection 
with the knife manufacturing 
| business, but as before, the Di- 

vines will continue active in the 

Ulster Knife Company. 


LOWE-ARMSTRONG HDWE., 
KNOXVILLE, REORGANIZES 


The Lowe-Armstrong Hardware 
Co., wholesale and retail hard- 
ware firm, Knoxville, Tenn., was 
reorganized as of Jan. 1, 1941. 
Fred Lowe, Sr., secretary 


H. 





H. H. Kuhn, president of the 
Hardware and Supply Co., Ak- 
ron, Ohio, has been called to 
Washington to serve on a special 
industrial hardware section in 
the Office of Production Manage- 
ment. In starting his new work, 
Mr. Kuhn had no particular as- 
signment except the task of see- 
ing into the future of delivery 
and supply problems on the nu- 
merous items handled by distribu- 
tors and taking whatever steps 
are possible to help the industry 
solve those problems. Mr. Kuhn’s 
first step was to prepare a ques- 
tionnaire to be sent manufac- 
turers who sell through distribu- 
tors. In addition, conferences 
were scheduled with various man- 
ufacturers’ trade groups. 








and 





treasurer of the company and a 
stockholder since its organization, 
purchased the stock of A. M. 
Armstrong, who was president of 
the company. Fred W. Lowe, Jr., 
and Walter W. Sanders, both of 
whom have been connected with 
the company for a number of 


years, also purchased stock in | 


the company. 

At the annual directors’ meet- 
ing, the following were elected 
officers for 1941: Fred Lowe, Sr., 


president and treasurer; Fred W. | 


Lowe, Jr., vice-president; Walter 
W. Sanders, secretary, and John 
M. Lowe, assistant treasurer. 


NEW PRESIDENT FOR 
J. P. DANIELSON CO. 


J. P. Danielson has _ been 
elected president of the J. P. 
Danielson Co., Jamestown, N. Y., 
tool manufacturer. He succeeds 
the late J. P. Danielson, Sr. 


GUS C. DITTMAR HEADS 
HEITMANN CO. SALES 


Gus C. Dittmar of the F. W. 
Heitmann Co., wholesale hardware 
firm at Houston, Tex., has been 
made vice-president in charge of 
sales, buying and all store opera- 
tion. R. R. Kitterman, formerly 
assistant buyer is now buyer and 
Archie Williamson is assistant 
buyer. 


H. Kuhn Summoned to Capitol 
as Distributor Coordinator 





H. H. KUHN 








READ IT IN HARDWARE 


EWS OF 


HA 
| HEADS DIVISION SALES 
| FOR TURNER BRASS WORKS 


John Slezak, president of The 
Turner Brass Works, Sycamore. 
Ill., has announced the appoint- 
ment of John W. Mock as sales 





WwW. MOCK 


| JOHN 


manager of the liquid fuel ap- 
pliance division. Mr. Mock join- 
ed Turner a year ago, having 
had wide experience in direct 
selling and supervision, sales 
training and sales research. As 
sales manager, he will have 
charge of the 70th Anniversary 
Program which commemorates 
the company’s founding in 1871. 





SCHERR CO. DISTRIBUTES 
WILDER MICRO-PROJECTOR 


The George Scherr Company, 
Inc., of 128 Lafayette Street, 
New York, announces its ap- 
pointment as exclusive sales dis- 
tributor, both domestic and 
foreign, for the Wilder Micro- 
Projector manufactured by R. S. 
Wilder, Inc., Waltham, Mass. 

The Wilder Micro-Projector is 
a highly accurate machine for 
measuring or comparing objects 
by means of a magnified shadow 
It is used for the rapid, 

inspection of gears. 
screw threads, punchings and 
other irregular shaped pieces, 
such as are used in the manu 
facture of watches, clocks, type- 
writers, adding machines, instru- 
ments of all types, gages and 
other equipment. The image is 
shown on the screen measuring 


10% by 16 in. 


image. 
accurate 
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S GEORGE P. GRAY MADE DIRECTOR Annual meeting. election of “YPS” DISTRICT MGR. 












































KS ficers and banquet in Chicago, ON PACIFIC COAST 
The OF DEVOE & RAYNOLDS co. ~~ second week in January. The Youngstown Pressed Steel 
ore, The board of directors of De-| Chicago branch manager and, — ; ; Division of Mullins Manufac 
pint- voe & Raynolds Co., New York | finally, western district manager. | The Central States Hardware | turing Corporation, Warren, 
ales City, announced the election of | Club has also begun a series of | 
three mew directors. Appointed monthly luncheon meetings to be | 
to the heard ef Amseies’s eldest | held the first Saturday of each | 
paint manufacturers and one of | month at the LaSalle Hotel, Chi- | 
the nine oldest companies in the — 
country, were Henry Battle, di- 
rector of all Devoe factories;  aiaistdeaaaamsiiilinaait MFG. | 
Eric Peniston, treasurer of R. ©. | TO EXPAND PLANT 
pecsy oe a ape ec Dominion Electrical Mfg., Inc, | 
Con Citi, tentiiin denies manufacturer of electrical ap- | 
ais ot Re ; pliances, Mansfield, Ohio, has | 
manager who = well known to announced plans for expansion | 
hundreds of Midwest dealers. involving an expenditure of $60,- | 
Mr. Gray, who served overseas 000 for the purchase of additional | 
in the last war, joined Devoe & properties and the construction | 
Raynolds after quitting the ser- of a new one-story building. 
vice. His first appointment was | 
as a salesman in the Wisconsin | 
territory. Later he became sales 
’ P . : : sac SHORE DINNER 
manager for the city of Chicago, | GEORGE P. GRAY MAY 8, 1941 ROBERT W. MULLIN 
oe The thirteenth annual shore 
CENTRAL STATES’ Annual dinner in Chicago, in | dinner and entertainment of the Ohio, announces the promotion 
ap- 1941 CALENDAR September, prior to the Excelsior | Hardware Square Club will be of Robert W. Mullin to “YPS” 
oin- Pr Springs Golf Tournament. held, May 8, at the Hotel Astor, territorial manager of Region 12 
ying _The Central States Hardware Fourth club birthday dinner | New York City. Tickets are $5.00 which includes California and 
rect Club, Inc., Chicago, Ml., entering and entertainment, Sunday prior | and may be secured from chair- Washington. , 
ales the fourth year of its organiza- to the National Hardware Job-| man Ralph S. Allen, Diamond T. Cole Cawthorne, Seattle, 
As rey has announced the follow- bers and American Hardware | Expansion Bolt Co., 48 West | Washington, is assistant man- 
lave ing as some of its activities for Manufacturers convention. Broadway, New York City. ager. 
sary 1941: a 
ates Entertainment and dinner party ee <" awe 4 
371. Sunday, April 20, at Memphis, DISTRICT SALES MANAGERS FOR PAL BLADE CO. 
Tenn., during the Southern Hard- 
ware Jobbers Association and 
S American Hardware Manufac- 
>R turers’ Association convention. 
Committee on arrangements con- 
_ sists of Will J. Feddery, Harp- 
~— ware Ace, 1836 Euclid Ave., 
Pl Cleveland, chairman; A. J. Eg- 
gleston, Richards-Wilcox Mfg. 
on Co., 311 W. Lake St., Chicago, 
et and R. H. Myers, Simonds Saw 
‘oF & Steel Co., 1302 Whitney Bldg., 
+ ie New Orleans, La. 
fos Annual golf party Friday, 
wate July 18, at the Tam O’Shanter 
vam Country Club, Chicago. Commit- 
vid, tee in charge consists of Frank 
an J. Koch, McKinney Mfg. Co., 318 
and W. Randolph St., Chicago; G. H. 
wm Beaudin, J. Wiss & Sons Co., 14 
nu E. Jackson Blvd., Chicago; A. J. | PAUL LINGENER HARRY G. TODD WALTER 8. QUICK 
‘pe- Eggleston, Richards-Wilcox Mfg. | 
om ot $81 W. Leke &., har Messrs. Paul Lingener, Harry Todd, and Walter Quick who were appointed district sales 
and + and Ben Leve, The Carborun- managers for the cutlery division of the Pal Blade Co., New York City. Their territories are, 


ing cago, secretary-treasurer of the Their appointment was announced on page 72 of the Feb. 20 issue of HARDWARE AGE in a 


| 
: : et 
. js dum Co., 3630 S. Iron St., Gi-| respectively, eastern district manager, southern district manager, and western district manager. 
| 
club, story on the acquisition of the Remington cutlery business by the Pal Blade Co. 


GE MARCH 6, 1941 105 

















Luther R. Stein, vice-president 


| opinion to Mr. Rivers Peterson, 





LUTHER STEIN MAKES KNOWN LEGAL OPINION 
ON WAGE-HOUR AND MOTOR CARRIER ACTS 


|minimum wage and overtime 


and general sales director .of the | managing director of the Na- | provisions of Section 6 and 7 


Belknap Hardware & Mfg. Co.,| tional Retail Hardware Associa- | thereof 


Louisville, Ky., has advised of | tion, which publishes Hardware 


an opinion regarding dealer-own- 
ed trucks given by the company’s 
attorneys, Peter, Heyburn, Mar- 
shall & Wyatt, prepared by John 
G. Heyburn, who handles the 
Belknap legal matters. A _ gen- 
eral letter, signed by Mr. Stein, 
read: 
“Bulletins 
secretaries of various 
fragmentary 


sent to retail mer- 
chants by 
trade associations; 
articles in 
mors and gossip’ regarding the 
effect of Federal Laws on deal- 


ers who operate their own trucks 


newspapers and ‘ru 


to haul their own goods to and 
from their stores, have caused so 
much ‘talk’ that 
we decided to give our salesmen 
dependable information, founded 


and confusion 


on the laws. 
“Attached is 
opinion of our attorneys, Peter, 
Heyburn, Marshall & Wyatt, pre 
pared by Mr. John G. Heyburn, 
who handles our company’s legal 


exact copy of 


matters, 

“For the benefit of dealers to 
whom you may show this letter, 
we have capitalized some of the 
words which deserve emphasis. 

“We have sent a copy of this 


Retailer; also to the editors of 


Harpware Ace, Southern Hard- | 


were and Hardware World, with 
print in their 
magazines, if they so desire.” 
The opinion rendered by Mr. 
Heyburn is in the letter as fol- 


permission to 


lows: 

“Replying to your inquiry as 
to whether your dealer customers 
in states other than Kentucky 
are required to comply with the 
provisions of the Federal Wage 
Hour and Motor Carrier Acts, if 
buy from Belknap, and 
exempt if they patronize 
jobbers in their own states, I beg 


they 
local 


to advise you as follows: 

“(1) Federal Wage-Hour Act 

The idea that a RETAIL mer- 
chant must pay his help not less 
than 30 cents an hour and time 
and a half for hours worked in 
excess of 40 in any one week, as 
required by the Federal Wage- 
Hour Act, if he PURCHASES 
his requirements from sources of 
supply OUTSIDE THE STATE 
in which his business is located, 
IS WHOLLY ERRONEOUS. 

“Section 13 2 of the 


Act 


(a) 


itself expressly decrees that the | 


shall NOT be appli- 
cable to the employees of ANY 
RETAIL establishment, the 
GREATER part of whose sales 
are in INTRAstate commerce. 
“It follows that if one of your 
customers is engaged in selling 
merchandise at RETAIL and at 
LEAST HALF of his sales are 
made to residents of the STATE, 


| 


nated as a “retail establishment” 
within the meaning of the exem 
tion’), and are not relieved from 
the necessity of complying with 
the minimum wage and overtime 
provisions of the Federal Act. 
“With respect to WHOLE- 
SALERS, the ADMINISTRA. 





TOR has ruled that they are en- 


|gaged in interstate commerce 


| and subject to the minimum wage 


and overtime provisions of the 


| Act if the goods which they dis 


tribute 


are purchased from 


| sources OUTSIDE the state, even 


IN WHICH HIS PLACE OF | 


BUSINESS IS LOCATED, he 
need NOT comply with these 
provisions of the Federal Act, re- 
gardless of whether he BUYS 
from a wholesaler located within 
or WITHOUT that state. 

“Tf, on the other hand, MORE 
than 50 per cent of his sales are 
transactions in INTERstate com- 
merce, he is NOT entitled to the 
benefit of this exemption, even 
though ALL the merchandise 
which he sells is purchased from 
LOCAL jobbers. 

“Establishments whose _ busi- 


ness is PREDOMINANTLY that 


of WHOLESALING do not, of | 


course, come within this exemp- 
tion (although ‘a few ISO- 
LATED WHOLESALE SALES 
made by a predominantly RE- 
TAIL enterprise will not preclude 
such enterprise from being desig- 


| INTRAstate 


ALI 
The 


sales are 
transactions. 


though their 


| only FEDERAL Court which has 


| and 


been called on to review THIS 
| RULING has declared it to be 
ERRONEOUS and INVALID. 
heartily CONCUR in 
that opinion. 

“(2) Federal Motor Carrier 
| Act—In 1935 Congress author 
ized the Interstate Commission 
to establish reasonable require 
ments to promote the safety of 
operation of motor vehicles trans 
porting property in INTERstate 
Commerce, including trucks used 
by the owners thereof to hau! 
their own property ‘in further 
ance of any commercial enter 
| prise’ (referred to in the act as 
| “private carriers”), as well as 
| trucks operated by common car 
riers and contract carriers. 


we 


“Pursuant to said 











authority. 








YALE TREFOIL CLUB HOLDS 50TH ANNIVERSARY 





About 140 members of the Trefoil Club of the Yale & Towne Manufacturing Company, Stamford, Conn., celebrated the 
club's 50th anniversary at a dinner meeting at the Hubbard Heights Golf Club, Stamford, Connecticut, February 1. Mem- 
bers present represented the management personnel of the Stamford and Philadelphia divisions, and the executive offices 


in New York City. W. 


intra-divisions sports trophy to be in competition annually. 
taining a history of the club from its inception. 
dent; C. O. Hedner, vice-president; R. V. Hendrickson, secretary, and H. J. Mathews, treasurer. 


Gibson Carey, Jr., president of the company, spoke briefly after the dinner and presented an 


Among the souvenirs presented was an attractive book con- 


The Trefoil Club officers for 1940-1941 are: A. Douglas Dalton, presi- 


Members of the enter- 


tainment committee were: Ray Pullin, chairman; P. A. Snyder, Harry I. Moger, John J. Buckley, J. W. Mershon, J. H. 


Bodwell, C. E. Horne, Charles Ledin, M. D. Bennett and Dow Roof. 
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i¢ Commission has prescribed 
ertain. standards of equipment 
or all trucks used to transport 
property in INTERstate com- 
nerce and has prohibited the 
irivers of such trucks, including 

»wner-drivers, from remaining on 

juty more than 10 hours in any 

onsecutive 24-hour period. 

“In order to enable the Com- 
mission to enforce these regula- 
tions, all motor carriers subject 
to the Act are required to have 
each driver keep a written record 

x ‘log’ showing the origin and 
lestination of each trip made in 
interstate commerce, the hours on 
duty, ete., but has EXEMPTED 
drivers of trucks USED BY THE 
OWNERS THEREOF to haul 
THEIR OWN PROPERTY in 
interstate commerce ‘wholly with- 
in a municipality, or between 
ontiguous municipalities, or 
within a zone adjacent to and 
commercially a part of any such 
municipality or municipalities,’ 
from the necessity of keeping 
such a record. 

“The commission has likewise 
ruled that where merchandise is 
shipped into a state by rail, and 
is trucked from the point where 
the rail transportation ends to its 
ultimate destination, such truck 
transportation is in_ interstate 
commerce, even though no state 
lines are crossed by the truck. 


ROBINSON RETIRES FROM 
ACTIVE BUSINESS 
On Jan. 1, 1941, Jame H. Rob- 
inson, connected with The Hart 
& Cooley Manufacturing Com- 
pany of New Britain, Conn., and 





JAMES H. ROBINSON 





“It follows that any of your 
customers who transport goods 
belonging to them, from the point 
where the interstate movement of 
the goods by rail terminated to 
their own place of business in 
| their own trucks, must comply 
with the rules of the Commission 
prescribing standards of equip- 
ment and limiting the hours of 
service of drivers, and must, un- 
less the haul is ‘wholly within a 
municipality, or between 
tiguous municipalities, or within 


con- 


a zone adjacent to or commercial- | 
ly a part of any such municipality | 


or municipalities,’ require their 
drivers to keep a ‘log.’ The same 
is true in the event they use their 
own trucks to deliver goods sold 
by them to their own customers 
in another state. 

“The commission is not author- 
ized by the Motor Carriers Act 
and has not undertaken to pre- 
scribe ANY MINIMUM WAGE 
for trucks 


transport 


drivers of used to 


property in interstate 


commerce, and your customers 


can therefore continue to pay 


them at the same rate as they 
have in the past without any in- 
terference on the part of the Fed- 
the Adminis- 


eral Government, 


trator of the Wage-Hour Act hav- | 


ing conceded that such employees 
are not subject to its provisions.” 


until March, 1886. He then went | 
to Omaha, Neb., where he was 
connected with Himebaugh & 
Taylor, afterwards known as the | 
Omaha Hardware Company. He 
developed as a builders’ hard- 
ware salesman looking after the 
business of the architects, build- 
ers and owners. He was there 
until 1891 when he went to W. 
K. Morrison & Company, of Min- 
neapolis, staying there one year. 
He returned to Omaha and be- 
came associated with A. C. Ray- 
mer, who afterwards went to St. 
Paul. Mr. Robinson then went | 
back to the Himebaugh & Taylor 
Company, where he remained 
until 1895, going from there to 
The Stanley Works of New 
Britain, Conn., and representing 


| them in the Central States until 


1907, when he moved to New 
Britain, handling the sales for the 
Hart & Cooley Company. He was 
familiar with the hardware trade 
as far as the Pacific Coast. His 
total number of traveling years 
both east and west, is something 


| over 50 years, and his hardware 


Holland, Mich., since 1901 decided 
to retire from active business. 
He started as a boy in the 
hardware business in his native 
town of Port Henry, N. Y., on 
Oct. 1, 1883, where he remained 





| ware salesmen on the road. 


life covered 57 years. He is, no 
doubt, one of the oldest hard- 
Mr. 
Robinson will remain at the firm’s 
office in New Britain and will be 
very glad to see his friends at 
any time. 








IN 41, SELL THE ONE 
THATS DIFFERENT! 


SPECTACULAR 
ESTATE NATIONAL 


ADVERTISING IN 
LEADING MAGAZINES* 
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THE ESTATE STOVE CO, HAMILTON, OHIO 
Dept. HA-3-6 
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@ The growing popu- 
larity of shower baths 
makes a natural market 
for these fine cabinets 
in new or remodeled homes, hotels, 
cabins, summer cottages, institutions. 

Built by manufacturers of the famous St. Charles Steel 
Kitchens assuring sturdy, dependable construction. They 
are made of heavy-gauge steel, first chemically cleaned, 
then finished with lustrous durable enamel—first a seal 
coat and then a finish coat, each baked at high tempera- 
tures. Strainers and drain are of polished, chrome-plated 
brass. Receptors are one-unit—either baked-enamel steel, 
chemically treated for rust resistance, or vitreous porcelain 
enameled. 


COMPLETELY EQUIPPED 


St. Charles Shower Cabinets are shipped knocked down. 
Sides and back are easily and quickly assembled by an 
ingenious locking device. No screws or bolts. Easily 
erected, singly or in batteries. Side walls are interchange- 
able so that openings for plumbing 
connections may be at either side. 








tourist 


clubs, 









WRITE Completely equipped with hot and cold 
for descriptive water valves, self-cleaning shower head, 
\\ ‘literature soap receptacle, duck curtain with pins, 





and non-skid rubber mat. Three sizes— 
30’’x 30", 32'°x 32” and 36’ x 36”. 





) particulars 


S 


Order through your jobber. 


ST. CHARLES MFG. CO. 


Dept. HA-1 St. Charles, Illinois 











CORDINER, CHAIRMAN 
ELECTRICAL DIVISION 
FATHER’S DAY COUNCIL 


Ralph J. Cordiner, president | 


of Schick Dry Shaver, Inc., 
Stamford, Conn., has been elect- 





RALPH J. CORDINER 


ed chairman of the Electrical 
Division of the Father’s Day 
Council, it was announced by 
Alvin Austin, executive director 
of the Council. Inquiries on the 
Father’s Day Council program 
for 1941 from the electrical field 


| may be sent to the Father’s Day 


Council at 9 East 41st Street, 
New York, and should be ad- 
dresed to Mr. Cordiner as chair- 
man of the Electrical Division. 


CAPITOL DEALERS PLAN 
DINNER-DANCE, MARCH 27 

The Hardware Association, 
Inc., of the District of Columbia, 
Washington, D. C., will hold its 





llth annual banquet, March 27, 
1941, at the Mayflower Hotel, 
Washington, D. C. Tickets are 
$3.50 per person. 

Officers of the association are: 
president, F. F. Poch, 4515 Wis. 
consin Ave., Washington; vice- 
presidents, H. M. Broadhurst, 
6846 Wisconsin Ave., Bethesda, 
Md., and H. A. McCampbell, 122 
Maryland Ave., Hyattsville, Md.: 
secretary, C. F. Kennedy, 3430 
Fourteenth St., N.W., Washing 
ton; treasurer, M. V. Russell, 
Jr., 426 Ashland Ave., Riverdale, 
Md. 


KESTER SOLDER BUYS 
JERSEY PROPERTY 


The Kester Solder Company, 
Chicago, Ill.. has announced the 
purchase of the property now 
occupied by its Newark, New 
Jersey, division located at Fergu 
son and Clover Streets. 

H. E. Reed will continue as 
manager of the Newark Division 
and, as in the past, sales, re 
search and industrial engineer 
ing service will be directed from 
the general offices in Chicago. 
under the supervision of P. ( 
Ripley. general manager 0! 
sales; legal matters being han- 
dled by Ednyfed H. Williams, 
vice-president. 

The Canadian subsidiary, The 
Kester Solder Company of Can 
ada, Ltd., located in Brantford, 
Ontario, is adding new machine 
equipment to keep pace with the 
increasing demands of armament 
and defense for Kester Solders 
and Kester Fluxes in the Do 
minion. 


CHRYSLER “AIRTEMP” STARTS DEALER DRIVE 


A comprehensive program of 
advertising and sales promotion 
‘for 1941, prepared by the Air- 
temp Division of the Chrysler 
Corp., Dayton, Ohio, was pre- 
sented in detail to the 48 district 
managers of the Division at a 
meeting in Dayton recently. High- 
light of the convention was a 
series of skits written and acted 
by Arthur Suit, district manager 
at Washington, D. C., and Jack 
Duer, district manager at Cincin- 
nati, under the direction of Ward 
Barnett, merchandising manager. 
In two acts the field organization 
was dramatically presented with 
all the “Airtemp” selling and 
merchandising tools and shown 
how to put them into effective 
use in closing open territories, 
training salesmen and develop- 
ing retail direct 
dealers. 

In their talks to the field or- 
ganization Earl Marr, general 
sales manager, and Ward Barnett, 


business for 





merchandising manager, made it 
clear that the division had a big 
job laid out for 1941—first in 
completing national distribution 
and second in aiding “Airtemp” 
direct dealers to get their share 
of the increasing market for air 
conditioning equipment. A mini 
mum of 10 per cent of the local 
share of a national market esti- 
mated at $131,000,000 for this 
year, was set as the sales goal in 
every territory. 

D. W. Russell, president o/ 
“Airtemp,” pointed out that 
“Airtemp” had the most complete 
line available to dealers — com 
petitive in prices and covering 
every product required by dea! 
ers in the heating and air con 
ditioning business. He 
attention to the trend 
packaged air conditioning units 
and toward year-round air con 
ditioning in the home. The Div 
sion’s immediate goal, he sai‘. 
was 500 new dealers by May fir=! 
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W. W. Bronson, IIT, Lewis H. Bronson and Earle B. Seeley, and 
The Bronson & Townsend Co. exhibit of advertising materials 
offered dealers 


Bronson & Townsend Merchandising Forum 


Hardware dealers, manufac-|kit. M. J. Lacey, president, The 
turers and manufacturers’ rep-| Peck, Stow & Wilcox Co., South- 
resentatives were guests at the | ington, Conn., pointed out there 
merchandising forum of Bronson | is a difference between mark up 
& Townsend Co., New Haven, | and profit, mark up being some- 
Conn., held Feb. 22, at the com-| thing you make with a pencil, 
pany’s headquarters 126 State | profit being something you’ve got. 
St. There was also a display of | Expose merchandise to the peo- 
specials for National Hardware} ple who might buy it, he sug- 
Spring Open House. W. W. Bron- | gested. 
son, IT, welcomed the dealers and The film, “One Man Listens,” 


other guests, and said that the 
industry is constantly changing 
and will change more than we 


produced 


the Peters 


for Remington 


Arms 


Co., Inc., Bridgeport, Conn., and 


Cartridge Division, 











can guess in the next four or | telling the story of a man who 
five years. He told of the com- | modernized his store, sold related 
pany’s price lining policy, and|lines and went after sales of 
price service and urged dealers | major items by calling on pros- 
to keep informed about mail or- | pects was exhibited. S. W. Stan- 
der catalog prices. He also called | ton, Remington Arms Co., Inc., 
attention to the new invoices giv- | introduced the film pointing out 
ing suggested retail selling prices | that, we don’t need to be in- 
on most items, and emphasized | structed so much as we need to 
the need for saving time on buy- | be reminded. 

ing to give more time to selling. A buffet luncheon and a buffet 





The purposes of National Hard- | supper were served to those pres- 
ware Spring Open House were|ent. In the afternoon the com- 
outlined by Kenneth Ford, Hard-| pany provided tickets for the 
ware Retailer, New York City, | Yale-Navy swimming meet, when 
who urged dealers to be mer-| the hardwaremen saw the Yale 
chants rather than storekeepers,| team smash the 400 yard relay 
and showed the official display | race record. 





Members of the sales staff of The Bronson & Townsend Co.— 

front row—James Owler, B. J. Kelley and Joseph McCormick. 

Second row—Clarence Bartram, C. H. O’Connor, W. B. Kelley 
and Charles C. Cutting. 
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DEMING JET DEMONSTRATOR 







DEMING MEETS EVERY 
JET PUMP REQUIREMENT 


Deming makes it EASY for YOU to 
sell Deming Jet Pumps and Water 
Systems. 


First: The line is complete. You can 
meet EVERY demand. Second: Mod- 
ern advertising helps are furnished. 
Third: The Deming Jet Demonstra- 
tor on your display floor PROVES 
to your poseete the QUIET, full 
power o 


these outstanding pumps. 
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THIS FREE GUIDE 
WILL HELP YOU SELL 





Every possible QUESTION 
about Deming Jet Pumps is 
ANSWERED in this 24- 
page illustrated guide. This 
is a real help and time saver 
for every Deming Dealer. 
Write for FREE copy. 


NOW IS THE TIME TO GET STARTED 


Rapid expansion of demand for Deming Jet Pumps 
and Water Systems gives you an immediate opportunity 
to CASH IN on this growing business. Don't delay, 
write NOW for complete details. 


D a N Fox@y ‘prot 


THE DEMING COMPANY - SALEM, OHIO 
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LIFE’S LITTLE UPSETS 


by HaeniPsen 





... They make a profit 
“set-up” for you! 


























AWK, JUNIOR! There goes the birdseed all over the 
clean rug! 

Mothers smile as they read about these familiar 
little upsets, pictured in the Bissell advertisements 
month after month. Surveys show that three to five 
times as many people read Bissell ads as read 
other ads the same size, in the same magazine. 

This year, 22 leading national magazines are carry- 
ing the Bissell story . . . delivering 114,189,400 Bissell 
messages to customers all over the country! 

That’s one big reason why Bissell outsells all other 
carpet sweepers combined. And why Bissell is a 
lively money-maker for you. 


TALK UP THESE BISSELL POINTS! 


1. HANDIEST. Bissell is the handiest 
sweeper for all fast, thorough clean- 


hy ups. Always ready —no fuss or bother. 








1s ea 
2. HI-LO BRUSH CONTROL. An exclu 3 
sive Bissell feature that automati- é 
cally adjusts the brush to nap-length 
of any rug. ” 


» 3. STA-UP HANDLE. Bissell handle 
| stands alone when user answers door- 
| bell or phone. 





4. SAVES VACUUM. Bissell is ideal for 
quick, daily clean-ups, saving vacuum 
for hard weekly cleaning. 





FEATURE BISSELL—TALK BISSELL— 
GET IN ON BISSELL PROFITS! 


BISSELL CARPET SWEEPERS 


GRAND RAPIDS, MICHIGAN 











The annual stag party of The 
Nutmeggers — held each year 
during the Connecticut Hardware 
Association convention, was held 
Wednesday evening, Feb. 19, at 
the Hotel Stratfield, Bridgeport, 
Conn. More than 300 members 
and guests were welcomed by 
Harry Murray, American Steel & 
Wire Co., president of The Nut- 
meggers. Despite the fact that 
more than 100 men, who had not 
made reservations, turned out for 
the party everything ran in 
smooth fashion. Following an 
excellent meal a diversified bill 
of entertainment, including sing- 
ing and dancing numbers was 
offered. 

At the guest table were: Earle 
W. Hopwood, Olds & Whipple, 
Inc., Hartford, Conn., secretary- 
treasurer, The Nutmeggers; Ray 
L. Rose, Benjamin Moore & Co., 
West Hartford, second vice-presi- 


Hopwood, Olds & Whipple, Inc., secretary-treasurer. 

row: George W. Graham, The Collins Co., first vice-president; 

Harry Murray, American Steel & Wire Co., president, and Ray 
mond L. Rose, Benj. Moore & Co., second vice-president. 





Officers of The Nutmeggers at the Connecticut Hardware Asso- 
ciation convention, front: Ernest J. Bolduc, Jr.. Wickwire Spen- 
cer Steel Co., chairman, entertainment committee; R. H. Osgood, 
The Patterson-Sargent Co., immediate past president; Earle J. 


Second 


NUTMEGGERS STAG PARTY DRAWS 300 


dent of The Nutmeggers; George 
Graham, The Collins Co., Collins 
ville, Conn.; first vice-president. 
The Nutmeggers; Kenneth A 
Heale, Associate Editor, Harp 
warE Ace, New York City, rep 
resenting the Hardware Boosters: 
F. S. Osgood, Jr., Hardware 
Retailer, Boston, Mass.; Russel! 
Mueller, secretary, New England 
Hardware Dealers Association. 
Boston, Mass.; President Mur 
ray; Joseph L. Palmer, Walling 
ford, president, Connecticut Hard 
ware Association; George H 
Cryne, president, Paint Sales 
men’s Club; Charles Freeman. 
Branford, Conn., secretary, Con 
necticut Hardware Association 
and Ernest J. Bolduc, Jr., Wick 
wire Spencer Steel Co., Worces 
ter, Mass., chairman of the Nut 
meggers entertainment commit 
tee. 








POT AND KETTLE NEWS 

The 18th year of the Los 
Angeles Pot & Kettle Club got 
under way on January 7 with an 
enthusiastic business meeting at 
the Clark Hotel. At the meeting 
of January 14, A. F. Tengwald, 
Wagner Mfg. Co., chairman of 
the day presented a color film, 
“Land of the Incas,” furnished 
through the courtesy of Pan 
American Airways. On January 
21, Carroll H. Walker, Kirkhill 
Rubber Co., chairman of the day, 
presented Theodore Vallee, “sol- 
dier of fortune,” who spoke on 
“Trading on the Red Sea.” He 
proved to be a very humorous 
and entertaining speaker. On 
February 4, the second business 
meeting was held by the Los 
Angeles Club and chairman of 














the sports’ committee, L. I. Me- 








Allister, Landers, Frary & Clark. 
reported enthusiastically on the 
sports activities, especially the 
bowling tournaments, which are 
being well attended. At the meet 
ing of Feb. 11, Harry Terhune, 
Harpware AcE, presented David 
Widdes, who very cleverly gave 
character reading: through the 
medium of handwriting. This 
proved very amusing to all except 
the victims. At the Feb. 18 
meeting, Scott Miller introduced 
William L. Wiesinger, investiga 
tor for the Arson Bureau of the 
city of Los Angeles, who pre 
sented pictures and comments on 
the work of the Bureau. 

The newly-elected president of 
the club, Carl H. Hobson, Har- 
per & Reynolds Corp., has been 
unable to attend any meetings 
thus far due to illness. 
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HARDWARE BRIEFS 





Name and Address 
CALIFORNIA 


Monrovia, 
Monrovia Hdwe. Co. 


Los Angeles, 

Trusts’ Genl. Hdwe. 
Pomona, 

Watson Hdwe., 266 S. 
Thomas St. 


Hollywood, 


ILLINOIS 
Chicago, 
Block’s Hdwe., 
Morse St. 
Chadwick, 
Gipe and Handel 
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Russell, 
Rail City Hdwe. Co. 


KANSAS 

Hoxie, 

Leopold Hardware 
and Variety Store 
Sawyer, 

Brubaker Hdwe. 


MINNESOTA 
Glencoe, 
Howe Bros. Hdwe. 


NEBRASKA 
Oxford, 
Ely Hdwe. Co. 


NEW JERSEY 
Plainfield, 
C. W. Krausse & Son 


NEW MEXICO 


Gallup, 

NEW YORK 

Bronx, 

Bronx Hdwe. & 
Supply Co. 

NORTH CAROLINA 
Sylva, 


Jackson Hdwe. 


OREGON 

Hood River, 
Weber Hdwe. 
Carlton, 

Jarrett Bros. Hdwe. 
& Grocery 


PENNSYLVANIA 
Cambridge, 
Drake Hdwe. Co. 


VIRGINIA 
Strasburg, 
J. M. Lashley Hdwe. 
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Feature 


William G. McGowan has dis- 
posed of his interest and is 
retiring from business. D. L. 
Behm becomes sole owner. 
In new location at 8853 S. 
Broadway. 

Now being operated as the 


Miller Bros. Hardware, spe- 
cializing in electrical ap- 
pliances, builders’ hardware, 


paint, lawn equipment, tools, 
china, and housewares. 

New store opened at 1522 N. 
Highland Ave. 


Has been reopened. 


Operating as Lloyd Handel’s 
Hardware since Elwood Gipe 
disposed of his interest in the 
business to Lloyd Handel. 
Now solely owned by George 
D. Collins. 


A new business carrying light 
hardware, glass, enamelware, 
paint, ete. 
Has been purchased by Art 
Banbury. 


New business. 


R. E. Ely and Milford Mc- 
Carty sold their hardware 
business, formerly located at 
Bloomington, and are oper- 
ating as the Ely Hardware 
Co. in what was formerly the 
Pettygrove Hardware. 

sold to 


Business has _ been 


William Farr. 


- 


P. J. and Johnny Vidal, own- 
ers of the Vidal Hdwe. Co., 
Gallup, whose store was 
almost totally destroyed by 
fire, recently bought the C. A. 
Floyd Hdwe. 


Has moved from 2737 Third 
Ave. to larger quarters at E. 
145th St. and Third Ave. 


Is discontinuing business. 


Has been sold to Mr. Gaulke 
of Coquille, Ore. 

J. T. Jarrett has sold his in- 
terest to R. W. Jarrett. 


Ward Drake is now sole 


owner of the business. 


Has been sold to Raymond 
W. Tamkin. 


J. 
x &. 


Owner or 
Manager 


L. and 
Miller 


Lamar 


Yeakel 


Sam Block 


Lester and 
Jesse Howe 


Roy Allison 




















Your Customers lire 

QUICKLY SOLD 
by the EXTRA Value in 

NATIONAL Window Screens 


THE angle copper-plated steel center bars (“‘Golden 
Centers’’) of National Window Screens make them ab- 
solutely fly-proof ; and their famous KWIK-LOK device 
holds them securely in place . . . special features that 
give EXTRA VALUE (because there’s no extra cost)! 





ASK YOUR JOBBER about the complete 
National Screen line—window screens, screen 
doors and window ventilators. Quick deliveries! 


National 
SCREEN DOORS # WINDOW SCREENS 
f,\\VENTILATORS 







NATIONALSCREEN Co.,INC., Suffolk, Va. 
of your 1941 catalog show- 


Please send us 4 hyd National Screen Doors, 


i the complete line of 
-— Seed Screens and Ventilators. 


Name 
Address 
City 

NEW Y 


State 


ORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 
PETERSON & LOWE 

22 Light St., Baltimore, Md. 




















FISHER HEADS SALES FOR 
ELECTRIC STEAM RADIATOR 


Roy R. Fisher, Jr., has been 
appointed vice-president in charge 
of sales for the Electric Steam | 


aN 


ROY R. FISHER, JR. 


Radiator Corp., 6188 Twelfth St., 
Detroit, Mich., manufacturer of 
the “Electresteem” steam 
portable radiator. 

Mr. Fisher, graduation 
from the University of Michigan 
where he studied mechanical en- 
gineering and business adminis- 
tration, became associated with 
the Hupp Motor Car Company’s 
experimental department. He left 
that company to join the Argo 
Oil Corp. as general manager of 
its tire and division, 
later becoming manager of the 
refining division. He was asso- 
ciated with the Argo Oil Corp. 
for seven years before joining 
the Electric Steam Radiator Co. 


steel 


upon 


access ry 


N. Y. HARDWAREMEN 
SEE AIR TRAVEL FILM 


More than 40 members and 
guests attended the Feb. 18 meet- 
ing of the Hardware Trade As- 
sociation of New York, at the 


Railroad Machinery Club, 30 


Foley, 


Co., Newark, N. J., were elected | 








R. A. MacNEILLE 


| Church St., New York City, at | 


which time a film showing the 
services offered travelers by 
American Airlines was exhibited. 


| Airplane views of Niagara Falls 


and other scenic points were 
shown, and part of the dialogue 
told how transport "planes are 
their flights. The 
meeting was presided over by 
M. C. Harriman, American Stee! 
& Wire president of the 
club. 

Joe Eigo, A. N. Nelson, Inc.., 
Brooklyn, N. Y., and Eugene 
Bayonne Steel Products 


guided in 


Co., 


members. A poll concerning the 
so-called Lend-Lease bill was 
taken, all but a few of those | 


present indicating that they fa- 


vored the bill, providing the 


house amendments were added. 


BASEBALL WEEK 
WINDOW CONTEST 


Dealers of sporting and ath- 
letic goods from coast to coast 
will vie for honors in window 
display and newspaper advertis- 
ing contests during National 
Baseball Week, March 29 to 
April 5, according to plans an- 
nounced by J. G. Taylor Spink, 
publisher of The Sporting Goods 
Dealer, St. Louis, Mo. This 23rd 
annual event offers each dealer 
an opportunity for a $25 cash 
prize and a trophy and there are 
many additional prizes for other 
winners, 





who received honorable mention 


in the 1940 competition were the | 
Adrian, | 


Wilcox Hardware Co., 
Mich.; Tenk Hardware Co., 
Quincy, Ill., and Maxwell Hard- 


store selling baseball 
retail is eligible. 

Ask Wider Application of 
Federal Unemployment 
Compensation Insurance 





Washington Bureau 


that the base of Federal unem- 
ployment compensation insur- 


ployers of one or more persons. 

| This type of coverage already 
| prevails in several states because 
of the enactment of specific 
legislation, but generally the tax 
reaches only employers of eight 
or more persons. 


TEXAS BOOSTERS PLAN 
GOLF TOURNAMENT 


The Texas Hardware Boo-ter: 


| Galveston, Tex., June 18-21, in 
conjunction with the regular 
meeting of the Texas Wholesale 
Hardware Association and the 
Texas Hardware Boosters Club. 
Entry fee of $5.00 should be 
mailed to L. S. Pickup or Nat 
M. Johnson, 1101 Liberty Bank 
Bldg., Dallas, Tex. 





Among the hardware dealers | 


ware Co., Martinsville, Ind. Any | 
goods at | 


The Social Security Board | 
| has recommended to Congress | 


| will hold a golf tournament at | 





A. N. MORRIS 


| ance be broadened to reach em- | 


| 
| 


Who recently was appointed to 
cover territory including Maine, 
New Hampshire and Vermont, 
| for products of the American 
Chain Division and Manley Mfg. 
Division of the American Chain 
& Cable Co., Inc., Bridgeport, 
Conn. 








NAME DISTRIBUTOR FOR 
PREMIER VACUUM CLEANER 


Premier Division of the Elec- 
tric Vacuum Cleaner Co., Inc., 
1734 Ivanhoe Rd., Cleveland, 
Ohio, has announced the appoint- 
ment of the Electric Product+ 
Corp., Pittsburgh, Pa., as dis- 
tributor for the “Premier” 
Vacuum Cleaner. 











ST. CHARLES MFG. CO. HOLDS FIRST SALES CONFERENCE 





The St. Charles Mfg. Co., St. Charles, Ill., manufacturer of custom-built steel cabinet “tailor- 
made” for the home kitchen, began its sixth year in January with the first general sales 


conference in the firm’s history. 
officials revealed merchandising and advertising plans for 1941. 


Before the entire sales supervisory staff of the company, 


R. A. MacNeille, president 


of the company; Philip P. Mosher, sales manager, and Arthur T. Lewis, advertising manager, 


conducted the three-day conference. 


A. W. Seller, president, and C. W. Faude, vice-president, 


of the Cramer-Krasselt Co., Milwaukee, Wis., St. Charles’ advertising counsel, assisted in pre- 
senting the new advertising program. Shown in the photograph is Arthur T. Lewis, advertis- 
ing manager, presenting spring advertising plans before the firm’s first general sales conference. 
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| DAVIDSON IN THE EAST 
| FOR RAY-O-VAC CO. 

| Harry W. Davidson has been 
|appointed district manager of 
| the Ray-O-Vac Co., Madison, 
Wis., for Pennsylvania, Maryland 


has been affiliated with the Ray- 
| O-Vac Company for the past 19 
years. He started in November, 
1921, in the Atlanta division, 


for several years. He later be- 


and subsequently did _ special 
work covering the Middle West 





ERNEST C. LOW 





NAMED GEN. SALES MGR. 
FOR ROEBLING’S SONS CO. | 


Ernest C. Low has been ap- 
pointed General Manager of | 
Sales of the John A. Roebling’s 
Sons Co., Trenton, N. J. 

Mr. Low has been indentified 
with the Roebling organization | 
for 32 years. He joined the Cali- | 
fornia division of the company | 
at Los Angeles in 1909, serving | HARRY W. DAVIDSON 
in various sales capacities. Mr. 
Low was appointed manager of 
ped aie pe | ly Mr. Davidson has been district 
elected president and general | ™anager in St. Louis, supervis- 
manager of the John A. Roeb-| ing Kentucky, Missouri and part 
ling’s Sons Co. of California. | of Illinois. 














and New England. More recent- 





WINS PRIZE—A TRIP TO ROSE BOWL GAME 


a UN | TEMB, _ 
‘ ss a ee eet 


C. C. Searle, Billings, Mont., salesman, Kelley-How-Thomson Co., 
Duluth, Minn., is congratulated by J. W. Bothwell, buyer of 
radios and refrigerators, on his return from an all-expense paid 
trip to the Rose Bowl game and Tournament of Roses at Pasa- 
dena, Calif. The trip for two people was the first prize award 
in a nation-wide contest sponsored by the Stewart-Warner Corp., 
Chicago, Ill., for the wholesalers’ salesman who signed up the 
most franchise dealers in the western third of the United States. 
In the photo are, left to right: J. W. Bothwell, buyer, radios and 
refrigerators, and C. C. Searle, salesman, Kelley-How-Thomson 
Co. Of the 13 prizes awarded in each section, three others were 


won by salesmen of the Kelley-How-Thomson organization. | 


Fourth place was won by H. H. Shaw, sixth by Geo. H. Blakeney, 
and seventh by J. H. King. 
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|}and Delaware. Mr. Davidson | 


covering the South Eastern states | 


came district manager of Texas | 














THE IDEAL BLADE 








FOR THE 








HARDWARE TRADE 







The new STAR Unbreakable Special 
Flexible Blade brings to the aver- 
age user—the man who buys from 
you—the same metal cutting per- 
formance hitherto obtainable only 
from “all-hard" blades in the hands 
of skilled mechanics. It is new in 
steel and heat treatment—so dif- 
ferent as to be outstanding as an 
all-purpose blade; it is flexible 
enough for any user on any job— 
so flexible that it is guaranteed un- 
breakable in use in a frame; yet its 
teeth are so tough, hard and last- 
ingly sharp that it cuts just like an 
“all-hard” blade. 


But in addition to these features 
the all-over green metallic (pat- 
ented) finish with large clear iden- 
tification markings makes this new 
STAR Unbreakable Special Flexible 
Blade the ideal blade for the hard- 
ware trade—furnishes quick iden- 
tification, easy selection and un- 
usual display value. Packed in 
modern metal boxes like all STAR 
Hand Blades. 


CLEMSON BROS. INC. 


MIDDLETOWN @ NEW YORK 


STAR Blades, hand and power, are made of 
Tungsten, ''Moly''s and High Speed Steel. 


FOR NATIONAL HARDWARE OPEN HOUSE, 
feature this record-breaking 50c value to re- 
tail at just 29c—with your percentage unal- 
tered. Three of these STAR Unbreakable Spe- 
cial Flexibles plus one handy ‘'Tiny Tim’ 
metal cutting saw—all mounted on a con- 
venient, three-color combinatién counter dis- 
play and tray card! Order from your jobber 















































now. 






















For lawns 
from 2 acre 
and up 


For lawns 
11% acres 
and up 


THESE two power mowers give you a size range 

from 18 inches to 30 inches—a price range 
from $77.50 to $235.00, a cutting capacity from 
114 to 51 acres per day. That means a mower 
to fit practically every home and institution's need. 


And . . . don't forget that the name TORO 


on the mower usually settles the question of sales. 


SEND FOR BEAUTIFULLY ILLUSTRATED 
TWENTY-FOUR PAGE CATALOG 


TORO 


MANUFACTURING CORPORATION 


MOWING MACHINERY SPECIALISTS FOR OVER 20 YEARS 
MINNEAPOLIS MINNESOTA 




















E. A. Bergeron and his son, Bertram Bergeron 


| BERGERON BECOMES HONORARY MEMBER 


OF “MILLION DOLLAR CLUB” 


E. A. Bergeron, owner, Kelley- 
Duluth Co., Duluth, Minn., was 
made an honorary member of the 
“Millon Dollar Club” of the Kel- 
ley-How-Thomson Co., during the 
company’s recent dealer mer- 
chandise show. The club’s mem- 
bership is made up of salesmen 
of the Kelley-How-Thomson or- 
ganization who have a record of 
sales of a million dollars or 
more with the company. Mr. 
Bergeron received a_ beautiful 
Hamilton wrist watch as a token 
of appreciation for his loyalty 
during the years, and is the first 
retail hardware merchant to be 
so honored. 

His relationship with the Kel- 
ley-How-Thomson Co. began 
back in 1906 while he was still 
working as paymaster with the 
D. & R.L. & W. RR. He wanted 
té get into the retail business 
and one day had an opportunity 
to meet Geo. W. Wells, an of- 
ficer of this wholesale hardware 
house. After some negotiations, 
Mr. Wells agreed to supply the 
necessary financial support in 
the form of a stock of merchan- 
dise and Mr. Bergeron opened 
his first store in Ranier, Minn., 
a railroad town. 

Shortly after getting started 
the railroad in the city was 
taken over by the Canadian Na- 
tional lines and the shops which 
provided the income for most of 
the residents were moved away. 
Mr. Bergeron sold this store in 
1910 after the community failed 
to develop as he thought it 
would. He purchased a store in 


Hibbing, Minn., this time and 
again Mr. Wells and the Kelley- 
How-Thomson organization sup- 
ported this 


move with credit 


extensions in the form of mer- 
chandise stock. 

This store was a success from 
the start and today is one of 
the most modern in northern 
Minnesota. In 1928, Mr. Berge- 
ron purchased the Kelley-Duluth 
Co., from the Kelley-How-Thom- 
son Co. Today he spends prac- 
tically all of his time in the 
Duluth store, while his brother 
Phillip Bergeron manages the 
Hibbing store. 

Purchases of all the stores 
have been concentrated largely 
with the  Kelley-How-Thomson 
Co., and Mr. Bergeron claims 
that his purchases are over $1,- 
250,000 during the 35 years that 
he has been in business. 


FISKE IRON WORKS 
NOW HAS “YARD BOY” 


The J. W. Fiske Iron Works, 78 
Park Place, New York City, has 
purchased all rights to the “Yard 
Boy” incinerator from the Mal- 
leable Steel Range Co., South 
Bend, Ind., and will continue to 
manufacture the “Yard Boy” at 
its New Jersey plant. 


BOILER REFERENCE BOOK 


Heating Journals, Inc., 232 
Madison Ave., New York City, 
has issued its “Beacon” Boiler 
Reference Book, containing 7,116 
listings of boilers and_boiler- 
burner units up to 2,000 sq. ft., 
steam and equivalent hot water: 
new, old and obsolete, of 195 
makes. The price of this refer 
ence book is $3. It contains 554 
pages and is of a handy size for 
desk, pocket or brief case. 








HARDWARE AGE 









awe 
tere 
in 

elec 
sen 


pre: 
Inc. 
tive 
Wa 
pas 
had 
sen 
and 


of 1 
and 
ford 


phi 
pre! 
tive 
an 
Con 
lum 
chal 
the 
was 
tric 
later 
Hut 
Bric 


and 
of 1 
in ] 
was 
Heg 
pany 


the 











OBITUARIES 





ALLEN F. FOSTER 


Allen F. Foster, president, Sam- 
uel P. Townsend Lawn Mower 
Bloomfield, N. J., passed 


se 





JB" 

mer- ALLEN F. FOSTER 

from away recently. Mr. Foster en- 

e of tered the lawn mower business 

hern in 1937 at which time he was 

erge- elected president of the Town- 

iluth send company. 

hom- — 

orac- 

the WILLIAM H. KELLER 

ther William H. Keller, former 

the president of the Wm. Keller Co., 
Inc., manufacturers’ representa- 

ores tive of Seattle and Spokane, 

gely Wash., and Portland, Ore., 

ason passed away recently. Mr. Keller 

aims had been a manufacturers’ repre- 

“. sentative since 1930. His widow 

that and a daughter survive. 





EDWARD R. GRIER 
7 Edward R. Grier, 72, chairman 
of the board of the Arrow-Hart 
3, 78 and Hegemen Electric Co., Hart- 
has ford, Conn., passed away Feb. 12. 
(ard He was educated in Philadel- 
Mal- phia schools and became an ap- 
uth prentice at the Baldwin Locomo- 
a & tive Works. In 1887 he became 
at an electrical tester at the Marr 
Construction Company of Co- 
lumbus, Ohio, and was later in| 
charge of the electric light of | 
1K the Hoosac Tunnel. In 1895 he 
232 was manager for the Bryant Elec- 
‘ity, tric Company of Bridgeport and 
os later formed the partnership of | 
116 Hubbel & Grier Company of | 
er: Bridgeport. 
ft.. He came to Hartford in 1906 | 
ses and took over the management | 
195 of the Arrow-Electric Company 
oa in 1908. Since 1927 when Arrow 
554 was merged with the Hart and 
w Hegeman Manufacturing Com. | 
pany he had been chairman of 
the board of directors. He was' 
>E 


MARCH 6, 1941 





also a director of the Washing- 
| ton Porcelain Company, the Ar- 
row Electric Switches, Ltd., of 
London and Arrow-Hart and 
| Hegeman, Ltd., of Canada. 


GEORGE E. GARLAND 


75, who 
the 


Garland, 
associated with 
| Townley Metal and Hardware 
Co., Kansas City, Mo., since 1901 
and a hardware man for 59 years 
passed away Feb. 11. 

A member of the HarpWARE 
| Ace Fifty-Year Club, Mr. Gar- 
|land at 16 began his lifetime 
| career in hardware at Carthage, 
Mo., where he was “handy man” 
in a store. That was in 1882. 
| In 1889 he obtained employment 
in Springfield, Mo., with the Mc- 
| Gregor Noe Hardware Co. In 
| 1893 he went with the Turner 
| Hardware Co., Muskogee, Okla., 
| which was then in Indian terri- 
|tory. In those days he traveled 
| largely by horse and buggy sup- 
| plemented with occasional trips 
| on the railroad. His calls on the 
trade occupied three days of each 
| week and the other three days 
| were devoted to buying. Mr. 
| Garland in 1901 went to Kansas 
City as buyer of the hardware 
stock which was added by the 
Townley Metal Co. Previously, 
the company’s stock had con- 
sisted of metal, stoves and sun- 
dries. The year 1901 also marked 
his first attendance at the na- 
tional hardware convention, which 
met in Cleveland. Following the 
convention he visited the Buffalo 
Exposition, New York City, and 
the New England hardware fac- 
| tories. Of his 75 years, Mr. Gar- 
land had devoted 59 to hardware. 
The last 40 years had been with 
the Townley Metal & Hardware 
Co., Kansas City, Mo., where he 


George E. 
| had been 





had been active in business up 
1, 1941. 


until Jan. 





| 


} 





GEO. E. GARLAND 











THANKS, PAL. 
FOR THE 
COLLAR 










“Thanks a Million”-- 
But Thanks 
FIVE MILLION! 


This is an enlarged illustration used in an advertisement 

that appears in these farm papers having right at 

5,000,000 circulation: 
Progressive Farmer 


Successful Farming 
Breeders Gazette 






Farm and Ranch 
Country Gentleman 
Hoard’s Dairyman 
Southern Agriculturist 


This is one of a series of advertisements that are helping 


you to increase your sales on Ta-Pat-Co Collar Pads— 
already the easiest-to-sell of any item in harness equip- 


oo FREE display card, 


designed to hang on a Ta-Pat-Co 
pad, will be mailed on request if 
your jobber’s salesman cannot sup- 
ply you. Ask for it. 


TA PAT-CO 







COLLAR PADS 
PREVENT SORE SHOULDERS & “COLLAR CHOKE” 


THE AMERICAN PAD & TEXTILE CO.—Greenfield, Ohio. 


115 











South America Wants U.S. 
Hardware and Tools 


Epo war has shut off certain 
markets for hardware and hand 
and machine tools, and at the same 
time opened up others, notably those 
of South America. The South Amer- 
ican countries used to depend to a 
certain extent on Europe for those 
goods but now, says the Trade De 
velopment Bureau of the Moore-Me- 
Cormick Lines, New York City, 
those lands are turning increasingly 
to the United States for their sup 
plies. 

Hand tools, machine tools, lathes, 
builders’ hardware, shovels, drills, 
picks, and such diverse products as 
locks, bolts, and nuts, flashlight 
bulbs and batteries, barbed wire, 
meat grinders, and heavy tools for 
railroad workers are now in demand 
in South America. The questions in 
the minds of many manufacturers 
and exporters, however, are, “How 
can we sell our products after we get 
them there?”; “How are we going 
to take advantage of this demand?”. 
and “Is there a demand for the par- 
ticular item we have to sell?” 

Even before the war, the need for 
a clearing house between North and 
South American business was felt, 
and accordingly two years ago when 
its Good Neighbor Fleet started ser- 
vice, Moore-McCormick set up its 
Trade Development Bureau in 
charge of Joseph A. Medernach, lo 
cated in the line’s office. 5 Broad- 
way, New York City. The bureau 
does not purport to replace or dis- 
turb old established associations and 
agencies organized to further inter 
American commerce but does seek 
to bring together, at no charge, 
North and South American firms 
seeking trade outlets or sources. 

Today the Bureau is receiving a 
great deal of correspondence on 
South American needs, especially in 
the builders’ hardware and_ tool 
lines, much of it coming from busi- 
ness representatives and agents in 
Brazil, Uruguay and Argentina 
anxious to represent American firms. 
Particulars concerning the merchan- 
dise needed and other details are 
obtained by the line’s South Ameri 
can offices and forwarded to the New 
York headquarters which proceed to 
find suitable connections. For a 
guide to the hardware and tool busi- 
ness, the Bureau reports that it de- 
pends on the Harpware Ace “Who 
makes It?” merchandise directory. 
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The Bureau is also working to de 
velop markets in the United States 
for South American products and 
raw materials. In the hardware and 
tool line, it calls special attention to 
South American ores, which could 


be used more extensively here, and 
to fibers, which can be used in the 
manufacture of bags, ropes, and 
other similar products. Several years 
ago Argentina originated the slogan. 
“Buy from those who buy from us.” 
American firms and manufacturers, 
anxious to expand their sales in 
South America, will do well to keep 
this motto in mind, for few moves 
will improve our trade relations with 
those countries more effectively than 
buying from them as well as selling 
to them. 


How’s the Hardware Business? 


(Continued from page 73) 


Lead and zinc—Despite every 
effort to increase production, there is 
not nearly enough zinc to go around, 
and trade buyers of many galvanized 
items are commencing to suffer delay- 
in the filling of orders, even of many 
weeks’ standing. There is considerable 
study and experiment for the substitu 
tion of other finishes for galvanizing, tu 
relieve the pressure. An advance was 
made on Feb. 18th in the price of cad- 
mium sticks and bars, which were raised 
5 cents per pound, or about 6 per cent. 
Most sellers are accepting business only 
from regular customers, and it is under 
stood that premiums have been frequent 
ly offered, unsuccessfully, for speeded 
service. 

* * * 

Wheel goods, toys — Effective 
Feb. 17, one maker withdrew all quota 
tions on coaster wagons and scooters, 
offering to quote new prices on applica 
tion, and subject to their ability to ship. 
The company comments: “Conditions 
are changing quite rapidly, both in the 
matter of costs, as well as supply of raw 
materials. It is hard to guarantee prices 
for any long period.” Manufacturers of 


boys’ wagons and velocipedes have 
booked larger and earlier orders for this 
season than usual, the new lines being 
improved by more attractive trim and 
accessories. 


Sell the Fishing Idea 

(Continued from page 51) 
are used for a week or two, prior 
to April 15, for the trout season, 
and in July for attracting the at- 
tention of anglers for bass and 
larger fish. Advertisements are in- 
serted in a local paper, from time 
to time. Illustrated is an excep- 
tionally attractive ad published last 
year. It pointed out that “They'll 
Be Bitin’ Soon” and said that the 
store had “everything for the fish- 
erman but the fish.” 

Reels are regularly stocked at 
prices ranging up to $10, the best 
sellers running at about $4.95. 
Casting rods are offered in qualities 
priced up to $10, and fly rods in 
grades up to $19.50. The best sell- 
ing rods are priced at about $4.95. 





USES FISHING TACKLE AS SALES WEDGES 





Mills & Austin, Olympia, Wash., use fishing tackle as sales wedges to 

interest customers in such profitable auxiliary items as outboard motors 

and boat seat cushions. This neat, symmetrical display, with each item 

clearly priced, attracts attention and appeals to the angler’s love of 

eyeing a large variety of equipment. The floor of the window is covered 
with silver paper. 
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Here's a “Natural” Special for Hardware Open House, May 1-10 
~YW VV ' "Vv VIp Pf 


NEW AMAZING 
BOND VALUE! 
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To ARREST | 
Your Price-Minded 
Buyers... 


ERE’S a “greased-lightning” flashlight sales- 

maker for you—a standard 2-cell focusing spot- 

light with solid drawn brass case in 2-tone finish to 

sell complete with two standard 10¢ Bond Safety 
Seal batteries at only 59¢. 

Just think of it! Here you have a selling price that is: 


66% below competitive brand No. 1 
33% below competitive brand No. 2 


for an all-brass standard 2-cell focusing spotlight. 

It’s a big buy for you because it’s a tremendous 
buy for your customers. Here’s a sales-booming re- 
tail price with full margin of profit for you. 

Get your order in NOW—right at the start—for a profitable stock 
of these “gone-at-a-glance” sales makers. . . . Get them out at once 
in full view where your store traffic is heaviest. Cash in from the 
start on the proved power of impulse buying. 


Order NOW in Quick-Moving Bond No. 2 Deal Display 


Consists of six Bond No. 2801 standard 2-cell focusing spotlights, 

packed with colorful 3-3 space-saving counter displays and 48 No. 

102 Bond Super Power mono-cells—every cell dated—Fresh. Packed 
in colorful new display carton 


Retailvalue .. . . $7.14 
Dealer price . . . . 4.78 
Your profit . . . . 2.36 


BOND ELECTRIC CORPORATION ~ 
CHICAGO, f.. SAN FRANCISCO, CAL. 
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THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN, 




















To Put the SHWE 
in your Spring Sales! 








Attractive FREE Display 
Material featuring 


VIGORO! 


Window Posters—Store Displays—Gay 
Pennants— Newspaper Mats— Leaflets 
and other effective Sales Helps. Ask 


your Vigoro salesman for it or write 


slete and 
Cam- 


Swift direct. 


Wud 


You are backe 
colorful National 


paign on Vigoro- 










d up by a comt 
Advertising 


Swift & Company 
U. S. Yards—Chicago, Ill. 





118 














CHARLES E. DUDLEY, 
president and treasurer of the 
Dudley Hardware Company, 
Providence, R. I., is 67 years 
of age and has_ recently 
rounded out his 5lst year in 
the hardware field. Mr. Dudley 
was born on Aug. 30, 1873, 
and became identified with 
the hardware business on Jan. 
27, 1890, when he became an 
errand boy for Barker, Chad- 
sey & Co. of Providence. After 
about two years with that 
firm, he decided that he 
wanted to specialize in build- 
ers’ hardware and, according- 
ly, transferred his allegiance 
to the Belcher & Loomis Hard- 
ware Co. of the same city. After about three years he had 
charge of that department until 1900 when, with five 
others, he formed the Union Hardware & Electric Supply 
Co. In 1911 it was decided to eliminate the builders’ 
hardware department. Accordingly, Mr. Dudley, with his 
assistant, William J. Herman, formed the Dudley Hard- 
ware Co. Of this business, Mr. Dudley states, “The first 
year our business amounted to $87,000. Our business now 
is not very large, but we hold pretty close to builders’ 
hardware and supplies. Mr. Herman, my associate, died 
in 1930, but my son Alden C. Dudley is now going strong 


CHARLES E. DUDLEY 
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with me. About 50 per cent of our business is in contract 
builders’ hardware.” Mr. Dudley is a member of several 
Masonic bodies, the Society of Mayflower Descendants 
and the Congregational Church. He has been a widower 
since last August and has three children and six grand- 
children. He says, “I have a camp in the woods where I 
| spend about two months in the summer and on week 
ends, when I can, to get outdoor exercise by working in 
the woods. I enjoy golf and fishing, but contract builders’ youngsters. May be used on doors open- 


- 8 9 
hardware has always kept me pretty close to my job. ing either to right or left. They’re rust- 


The patented easy-to-install “Double- 
Jointed” feature makes experts out of 
“all-thumbs” husbands. Their positive, 


silent action is a boon to harassed house- 


wives .. . especially to those with active 


proof because of their cadmium plated 


brackets and lacquered brass cylinders. 











Y, JAMES E. McMURRAY, Pest of all. they’re priced for quick sales 
he . the ~—_ pg ee sage and satisfying profits...and_they’re 
y; 1icago, Ill., is 78 years o . 
: f a a 
rs age and has been identified timely! 
ly with ~ bearers ess ir a. Demonsteation Mannt #828 
in ware specialties and strip stee tape 
- for the past 53 years. Born with initial order! 
3, on Aug. 7, 1862, he entered 
th the field in October, 1888, as | EVEREDY SCREEN DOOR GRILLS 
n. president of the Acme Steel * a See = 
in Company. As Mr. McMurray Suniegh gates apeiron 
i. states, “The company coe- less kids and peppy pups. 
or dita’ at thet time. of cavecit Handwoven of galvanized steel i 
ao iad ae ellaes inde tll a Rie and handsomely brass-lac- 
* ideas and very litle money. 1 quered. They will double life 
d- have been president and chair- . ered dt iii 
g- man of the board of the Acme eT ea 
e JAMES E. McMURRAY Steel Company continuously 
d- ever since. I resigned as chair- EVEREDY TURNBUCKLE BRACES 
d man of the board Jan. 1, 1941, but remain a member of Put new life in old doors by eliminating 
e the board of directors. Just before Christmas, I received “san” - Bled) fir cncnsn deste: Gelaal 
ly a check from the treasurer of the company, saying that | qoore ete. Famous “Clawed End” grip. 
s’ this was the fourth cash dividend paid to stockholders Rustevesl, of source 
is during 1940 and the close of the 40th consecutive year 
j- in which the company had paid four cash dividends each os 


st year. The number of employees has increased from one 
to between 3000 and 4000. I have had a lot of hard work The E V f RED Y Co: 
and formed thousands of pleasant acquaintances. Busi- ages 


w 
;’ 

d ness is the greatest game that has ever been invented and 
g hard work is the greatest blessing we have.” 


5 EAST STREET, FREDERICK, MARYLAND 
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New and Improved Merchandise—Dis play Helps—Sales Literature— 


“Cory” Accessory 
Combination 


The “Cory” glass filter rod and the 
“Safety Stand” funnel holder are now 
being offered together in an attractive 





package at $1.00 retail. The rod fits 
most glass brewers, both wide and 
narrow neck styles; makes them all 
glass and simplifies operation. The 
funnel holder provides a convenient and 
safe stand for holding the upper glass 
of any glass coffee maker, either at the 
table or for storage in between times. 
As an extra value, there is included 
in each package a “Bakelite” coffee 
measure. Capacity is one-half ounce 
(2 tablespoons) dry measure or 1% 
ounces liquid measure. Each dozen 
of the rod and funnel holder combina- 
tion is packed in a self-display carton. 
Glass Coffee Brewer Corp., 325 N 
Wells St., Chicago, Ill. 


Apartment-Type Kitchen 
Youngstown Pressed Steel Division 
of Mullins Mfg. Corp., Warren, Ohio, 
is announcing a compact, efficient steel 
apartment type kitchen. The unit will 
be put into mass production to in- 


120 


sure low prices. The new apartment 
house kitchen, No. AP-366, was de- 
signed to provide a small, complete 
steel kitchen ensemble at a price that 
would permit use in apartments with 
small kitchens and still fill the demands 
for storage space, appearance, and 
quality. This kitchen is 66 in. in length, 
including the range. It consists of 
three wall cabinets; a 22-in. special 
base cabinet with concealed cutlery 
drawer; a 45 11/16-in. continuous lino- 
leum top with flat rim sink installed. 
More storage space has heen secured 
in the cabinet by moving the waste to 
the left rear. A 4-in. splash back with 
perforated metal strip over the refrig 
erator allows free circulation of air. 











Youngstown does not manufacture 
ranges or refrigerators, but these ap- 
pliances are available through local 
“YPS” distributors who are equipped 
to give prices on the complete efficiency 
kitchens. 


National Screen Catalog 

National Screen Co., Inc., Suffolk, 
Va., has issued its 1941 catalog on 
screen doors, window screens and screen 
frames and window ventilators. 





New “Kyanize” Products 


Boston Varnish Co., Everett Station, 
Boston, Mass., announces the addition 
of two new products. Of the first— 
“Are-Lite” ready mixed aluminum—an 





outstanding feature of the new product, 
as pointed out by the manufacturer, is 
the elimination of the duplex can, which 
assures easier, cleaner and speedier use. 
Previously mixing was left largely to 
guesswork. The new product now as- 
sures proper proportions. ‘Arc-Lite” 
ready mixed aluminum is recommended 
for all types of surface such as brick, 
concrete, wood or metal and is said to 
he suitable for both interior and ex- 
terior use. It is available in gallons, 
half gallons, quarts and pints. “Seal-A- 
Stain,” also recently introduced, is de- 
scribed as a quick-drying, white pig- 
mented sealer designed to seal water, 
rat, and other types of stain on plaster. 
It is said to prevent discoloration of 
succeeding coats of paints and enamels 
due to bleeding in certain types of oil 
or varnish stain. On new wood trim, 
“Seal-A-Stain” is said to help control an 
excess amount of sap and to seal knots. 
Another feature pointed out by the 
maker is that the soft matte finish, 
which provides a splendid bond for suc- 
ceeding coats, also materially helps in 
securing a solidly covered surface. Once 
dry, “Seal-A-Stain” is ready to receive 
any type oil, varnish, or water base 
paint. Free application of “Seal-A- 
Stain” is recommended with a minimum 
amount of brushing, using particular 
care to seal all cracks and edges. 
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Window Trims—New Packages—New Colors—Catalogs 





Outdoor Fireplace Unit 


Offers stove-type top provided with 
two holes with lids to fit. Made of 
angle iron with doors and frames of 
cast semi-steel, all joints electrically 


improvements feature the new “Steam 
King” steam iron. The safety valve, 
now at the front of the iron and away 
from the handle, protects the hand of 
the user should the valve ever release. 
The water gasket has been improved, 
and the top of the iron given a smooth- 
er, cleaner finish. Otherwise the “Steam 
King” retains all the distinctive fea- 
tures of the 1940 model. Knapp-Mon- 
arch Co., St. Louis, Mo. 


Larson Hdwe. Catalog 


Larson Hdwe. Co., Sioux Falls, 5. D., 
has issued catalog No. 41 on its general 
hardware lines, builders’ hardware, tools, 
cutlery, fire arms, ammunition, sporting 
goods, fire rams, ammunition, sporting 
goods, radios, explosives and blasting 
supplies, oils and greases, stoves, fur 


naces and fittings, tinners’ suppliers, 


paints, oils, glass and agricultural sup 
plies. 





welded. Two doors at 10 in. wide by 
8 in. high. Top is 12 in. wide by 24 in. 
long. Bottom grate is in two sections, 
measuring 12 in. square. Frame is ar- 
ranged with lugs so bottom grate may 
be placed at different levels for burn 
ing either wood or charcoal. Overall 
dimensions, approximately 20 by 26 by 
15 in. Shipping weight, 65 lbs. Ma- 
jestic Co., Huntington, Ind. 






Doubles Roof Life 
Wins Customer Preference 


Many roofs in your locality NOW need 
the protection of roof coating. “Cash in” 
on the demand .. . sell CAREYCLAD 
—with satisfaction for your customers 
and PROFITS for YOU! 

CAREYCLAD—developed by CAREY 
research—is a SUPER Asphalt-fibre, 
Roof Coating that sets new standards 
of durability and service. Actual tests 
have demonstrated that it wears 100% 





“Steam King” Iron 


New beauty of finish, achieved with 
bright plating, and several mechanical 


CAREYCLAD gives 
new life to dried-out 
(or more) longer than ordinary roof felt in composition 
coatings. 

Communicate with the nearest Carey 
Branch or write for details—Address 
Dept. 66. 


THE PHILIP CAREY COMPANY - Lockland, Cincinnati, Ohio 


roofs. Easy and eco- 
nomical to apply. For 
many different types of 
roofs. 


Dependable Products Since 1873 
IN CANADA: THE PHILIP CAREY COMPANY, LTD. Office and Factory: LENNOXVILLE, P.Q@ 
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These fuse boxes will enable you 
to sell five fuses at a time instead of 
one or two. Both G-E Textolite and 
Pyrex* fuses are packed this way. 


' Tack the boxes up in 
your store to attract 
attention. Stress the six 
benefits your customers 
will obtain: 

1. Fuses are easy to 

carry home 

2. Provide ample sup- 

ply of fuses 

3. Box can be tacked 

up on wall near panel 

board 

4. Fuses easily found 

when needed 

5. Fuses can be taken 

easily from bottom of 

box 

6. Window warns 
‘ when supply is low 





Both of these plug fuses will please 
your customers. Both are made from 
the finest materials and give lasting 
protection. They indicate clearly 
when blown. Im both, the arc of the 
blowing strip is ruptured in a com- 
position well. The Textolite fuse has 
a clear mica window; the Pyrex fuse 
has a magnifying-lens window. 

Use these boxes of fuses to increase 
your fuse business. For further in- 
formation see the nearest G-E 
Merchandise Distributor or write to 
Section D-1293, Appliance and 
Merchandise Department, General 
Electric Company, Bridgeport, Conn, 
*Reg. U.S. Pat. Off. 


GENERAL {) ELECTRIC 
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Flashlight Department 


A complete flashlight department that 
will adjust itself to space requirements 
is this new display piece designed by 


SPOTLIGHTS 





National Carbon Company, Inc., 30 E. 
42nd St., New York. The piece con- 
tains 18 automatic spot lights and 48 
“Eveready” batteries. A carton of bat- 
teries forms a colorful centerpiece, at 
the sides of which rise two tiers of 
spot lights. Four more spot lights fill 
the space at the top of the tiers. The 
display contains two groups of six 2- 
cell focusing spot lights, two pairs of 
2-cell spot lights of other types, and one 


Washer With “*Thermos 
Bottle” Tub 


A new type washing machine that 
“saves three ways” has been announced 
by the Dealer Division, Fairbanks, 
Morse & Co., Chicago, Ill. This new 
deluxe washer is said to save time, save 
hot water, and save electricity. It has 
a sealed air chamber between the outer 
jacket and inner tub to give the heat- 
retaining characteristics of a thermos 
bottle, to assure that the temperature 
of the water will be maintained longer. 
The outside jacket also protects the 


pair of 3-cell lights. Four other lights 
are carried as a reserve in the back of 
the display. An attractive floor stand 
can be removed, transforming the dis- 
play into one for counter or window. 
Reproduced in colors on the front of 
the displayer is one of the “Eveready” 
human-interest paintings. This piece, 
listing at $17.80, should be ordered as 
assortment No. 109. 





“All-American” Fife 


The new red, white, and blue “All- 
American” fife and a special 16-page 
illustrated instruction book (itself a 25- 
cent seller) are being offered to retail 
at a special 25-cent price. Fifes are 
displayed on counter card colored to 
match fife and book. Twelve fifes and 





12 books complete with display. Deal- 
er’s cost, $1.50; retail value, $3.00. The 
Fred Gretsch Mfg. Co., 60 Broadway, 
Brooklyn, New York City. 


porcelain tub from damage. An auto- 
matic control, saves time and electricity, 
as it stops the machine at the end of a 
pre-set washing period. The illustra- 
tion shows the use of this feature which 
allows the user of the washer to set it 
for any desired length of operation, 
depending upon the kind of material 
to be cleaned. After setting the con- 
trol, the housewife may then leave and 
utilize her time elsewhere, knowing the 
machine will stop automatically when 
the clothes have been washed the cor- 
rect length of time. 
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New Centrifugal Pump 


Streamlined appearance and simpli- 
fied engineering are features of the new 
centrifugal pump made by the Flint & 
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Walling Mfg. Co., Inc., Kendallville, 
Indiana. The number of moving parts 
has been reduced. Belts, gears, and 
pulleys have been entirely eliminated. 
Greater dependability and lower main- 
tenance cost are expected to result from 
the simplified construction. The stream- 
lined design, maker states, serves an 
essential purpose in closer control of 
velocity and direction of the water flow. 
Developed for use with shallow wells, 
with lifts up to 25 feet, these pumps 
have three capacity sizes: %4 hp., 1/3 
hp., and 14 hp. 


“Wunda Wiper” Cloth 


A chemical cloth, treated to remove 
mud spots, dirt or dust from any high 
polished surface without scratching the 
finish. Cloth is said to last six months 
on a car and one year on furniture. 
Cloths should not be washed. Made 
in a 25-cent size and 50-cent size, illus- 
trated. The Wunda Wiper Mfg. Co., 
Attleboro, Mass. 





MARCH 6, 1941 




















SCORE TO DAY 
HAROWARE tH I CUTLERY w Th lil 
PAINT MH THI HOUSEWARE rT] 


PLUMBING SUPPLIES II 
ELECTRICAL ™ TT 


TOOLS iil 














“You don’t have to keep score any more, Hastings. 


Our new National does it for you!” 


Are you certain that each of your departments is paying its 
way and earning you money? If there’s any doubt in your mind, 
it will pay you to investigate a National Cash Register Depart- 
mentizing System. 

Here is a method that literally “streamlines” the recording 
of sales by departments. And with complete departmental sales 
information at your finger-tips, it will be a cinch to complete 
that efficient job of merchandising you’ve always wanted to do. 


Your records keep pace with the sales as they take place. At 
the end of the day, you merely unlock the register and press the 
proper keys—presto! You have complete totals for each depart- 
ment as well as other printed facts about the day’s transactions. 


Those who know say that National’s Departmentizing Sys- 
tem more than pays for itself in increased efficiency and accuracy 
... in the amount of detail work it eliminates . . . and in the 
valuable facts it brings to their attention. There’s a National 
System that will suit your requirements. Phone the authorized 


National office today. 


The National Cash Register Company 


Check-Writing and Signing Machines 
Posting Machines 
Bank-Bookkeeping Machines 


Cash Registers 
Typewriting-Bookkeeping Machines 
Analysis Machines 
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Redesigned Ventilator 


The Milcor “Nu-Alpina” ventilator 
re-designed for 


“Nu-Alpina” ven- 


has recently been 
greater efficiency. The 


HITCH vour G2 


TO THIS S7AR ITEM 


VLCHEK 
STAR ''S” WRENCH SET 





ath bar nan 
GREASE © 
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PIN 
STEEL 


BLARINGS 
STEEL SHAFT 










ADJUSTABLE 
GREASE 


tilator operates on the air-siphon prin- 
ciple, utilizing outside wind currents to 
draw impure air from building interiors. 
A wind vane at the top of the ventilator 
turns the revolving head so that the 
flue opening is always facing away 
from the wind, thus eliminating down 
drafts and creating a natural vacuum 
which draws air out of the building. 
In the new design the revolving head of 
the ventilator is suspended on a prac- 
tically frictionless ball-bearing pivot. 
This makes the ventilator super-sensi- 
tive to changes in wind direction and 
increases its exhaust output. Milcor 


**Bee-Vac” Cleaner 

Model T6—retails for $49.95. Fin- 
ished in duotone baked-on enamel with 
translucent “Tenite” intake flange, pol- 
ished chrome and aluminum trim. Has 





* Five handy wrenches with ten 
openings (‘to 1) in a red spring 
clip container — natural black or 
cadmium plated finishes. A set that 
about everyone needs — and does 


it sell! Ask for catalog and prices 


3001 E. 87th St., Cleveland, Ohio 


* 
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also announces that prices have been 
substantially reduced on all “Nu-Al- 
pina” models. Milcor Steel Co., Milwau- 
kee, Wis. 


“Crystalite” Cutlery 

Landers, Frary & Clark, New Brit- 
ain, Conn., have produced a new line 
of “Crystalite” cutlery. Designed to 
meet the modern trend in crystal glass- 
ware, “Crystalite” handle knives and 


forks have handles made of plastic in 
“rope” pattern design, are 


non-inflam- 
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POLO 


mable and unbreakable. Blades andi 
fork tines are stainless steel, as are 
also the bolsters. Come in sets of 12° 
or 16 pieces. 


%-hp. motor, 500 watts. Attachment 


kit includes large rug nozzle, floor pol- 
isher aud kit for carrying and storage. 
Birtman Electric Co., 4140 Fullerton. 
Ave., Chicago, Tl. 
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Sprayer Merchandiser 

This display merchandiser holds six 
sprayers and two dusters, the fastest- 
selling numbers in the “Universal” line. 








Waste Containers-Burners 
Harrington & King Perforating Co.. 
5659 Fillmore St., Chicago, Ill., an- 
nounces new sturdily constructed con- 
tainers fabricated from high quality 





steel, approximately \% in. thick, a by- 
product of other manufacture and, 
therefore, low priced. Have welded body 
seams to assure long dependable out- 
door service. The perforated cover 
supplied on the refuse burner is re- 
enforced with an angle ring welded 
securely in place. Rain and sprinkler 
water drains readily through the per- 
forated holes in the raised bottom. 


Rifle Weeder 


Gets weed and root without stooping 
or kneeling. Points of weeder are 
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The items are popularly priced. The 
unit costs the dealer $2.78 and has a 
retail value of $4.14. Sprayers are held 
securely by opening in tray. Universal 
Metal Products Co., Lowell, Mich. 





pressed around weed and slight twist of 
handle pulls weed out. Trigger is re- 
leased to dispose of weed. Weeder may 
also be used to refill hole. Suggested 
retail selling price, $1.95. Rifle Weeder 
Corp., 8628 Medbury Ave., Detroit, 
Mich. 


Kelvinator Range 


Illustrated is the popular-priced model 
in the 1941] electric range line of the 
Kelvinator Division, Nash - Kelvinator 
Corp., Detroit, Mich. This model, ER- 
413, has a suggested delivered in-the- 
kitchen price of $139.95. Combination 
oven timer with “Minute-Minder” is 
available at $10.00 extra. The entire 





line is arranged so that all three models 
have a common group of basic conveni- 
ence and construction features that can 
be used in selling the entire line. These 
include a full 39-in. width; utility draw- 
ers on ball-bearing rollers; a recessed, 
sloping switch panel; an over-size oven 
with automatic pre-heat cut-off; a scotch 
kettle; ring or red type surface units; 
procelain enamel exterior; one-piece 
construction and one-piece top with 
wide back splash. 





CVA 
OTICA 


for More Tool Mileage 
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CASTERS 
<D/AMONDeARROVE 


The Full Floating 
Ball-Bearing 
Household 

Furniture Casters 











and the 

BASSICK DISPLAY BLOCK 
the-easy, practical way 

to sell more casters 














[WRITE FOR BOOKLET 


| “HOW TO SELL CASTERS” | 


1 


THE BASSICK COMPANY 
Bridgeport 


Connecticut 
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Victor “Miracle Breeze” Line 


The “Vogue,” a small, smoothly-per- 
forming 8-in. fan, is designed especially 
for the home market. Small, but effi- 
cient in operation, it combines maxi- 














Corer) 


. 
victor 


mum cooling action with minimum ex- 
pense. “Scooper” blades are said to 
create a breeze that can be felt for 15 
ft. and more. “Tilt” guard permits up 
and down focusing. Another fan is 
the “Viking,” provided with low, me- 
dium, and high motor speeds for every 
purpose. The same quality features of 
this 16-in. model are incorporated in a 
smaller model, the 12-in. “Vortex.” Al- 
though the blades are of necessity thick, 
maker states they move with “kitten- 
purr” quietness. A new note is struck 
in Victor fans with the “Flexaire” 
breeze director, found in the 12-in. 
“Vanguard,” as well as in the “Viking” 
and “Vortex.” This patented feature en- 
ables the fan to achieve the full effect 
of an oscillating fan without the use 
of oscillating mechanism. A_ smart 
model is the “Vagabond,” a single 
speed, 10-in. oscillator. It sells at popu- 
lar price. The new “Magimatic” shift 
is an outstanding characteristic of the 
“Viceroy”; touch of the hand and the 











fan oscillates; another touch and it 
breezes straight. The “Revolaire” is 
manufactured in three models. All 
models are equipped with the “Flex- 
aire” breeze director, which revolves 
with the breeze, spreading the air cur- 
rents downward and upward. The 
“Revolaire” is said to eliminate harsh 
drafts and assures complete air com- 
fort. For high speed and tremendous 
air velocity, Victor has designed two 
quiet but powerful floor models, the 
“Windstream” FT 44 and the “Wind- 
stream” FT 120. Victor has also cre- 
ated six types of “Force Airs.” Victor 
Electric Products, Inc., 2950 Robertson 
Road, Cincinnati, Ohio. 





Professional Pruner 

Seymour Smith & Son, Inc., Oakville, 
Conn., announce a 9-inch pruner to its 
professional hand pruner line. This 
tool, Professional Pruner No. 125, is 
constructed exactly the same as the 
No. 124 model except in size. The new 
No. 125 will retail for $3.00 a pair. 
These series 124-125 pruners were de- 
veloped especially for commercial and 





professional use. They are similar in 
design to a popular imported type and 
feature a one-piece drop forged steel 
construction, honed blades and adjust- 
able nut lock and bolt for precision 
cutting. 





Fuse Plug Package 

The Gem Electric Mfg. Co., Inc., 453 
Broome St., New York City, is packing 
its “Pyrex Major Glass-Vue” fuse plugs 
in self-service display boxes. 
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Glenwood Gas Range 


Model shown is one of an entirely 
new series of one-piece top ranges. Fea- 
tures round opening for each top burner, 








with entire balance of the top in one 
continuous piece finished in white 
enamel; straight line back permitting 
flush to the wall; one-piece front frame 
finished in enamel; oven with recessed 
vertical flueways on each side designed 
in conjunction with a solid oven bottom 
to force the heat up through the re- 
cessed flue passageways. Coverall may 
be removed without marring one-piece 
top. Back rail accessories may be re- 
moved. Glenwood Range Co., Taunton, 
Mass. 


Serew Driver and Display 


A wrench-grip screw driver with 
plastic handle is now being offered by 
The James J. Ryan Tool Works, South- 
ington, Conn. This driver is made 
in five sizes from 4 in. to 10-in. blade. 
The blades, of alloy tool steel, are 
forged and have a good, full sized 
hexagon shoulder so that a wrench may 
be used as an aid in turning tight 
screws. The blades are highly polished 
and finished with an oil polish after 
which a rust preventive is applied to in- 
sure against rust and tarnish. The plas- 
tic handles are said to be shock-proof 
and non-breakable. Deep flutes to af- 
ford a good grip on this handle. The 
wooden display stand is finished in royal 
blue with white lettering. 


WRENCH GRIP 
SHOCKPROOF @yah BREAMPROOE 
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Sell The One Line of 


Faucets with the Exclusive 
BALL BEARING Construction 


Velvet Smooth Operation. 


Amazingly Ecoromical . . . 
Cut Water Bills . . . Lower 
Water Heating Costs . . . 
Save Washer Replacements 


and Repairs 


Handsome Design... 
Lasting Chromium Finish. 
Guaranteed a Full Year 


Against Leakage. 


Exchusive 
BALL 
BEARING 


Swivel Stops 
"Rotational 
Friction” . . 


The secret of long life 
and leak-free service is 
the new Ball Bearing 
Water Miser Washer, 
available only on Sher- 
man Compression Fau- 
cets. The bali bearing 
swivel eliminates grinding 
the washer against faucet 
seat—makes washer last 
indefinitely. 


Write Your 


that Stops Leaks for Good 


stant 





Now you can make your plumbing department 
one of the most active and profitable depart- 
ments in your store. Other retailers are doing 
it—you can, too, ‘with the Sherman line of 


BALL BEARING Faucets. 


These faucets have an exclusive ball bearing 
construction that eliminates the wear caused by 
the friction of the washer against the valve seat. 
Thus they operate indefinitely without leakage. 


Here is a real hardware line—a quality line. 
Here is a line that’s exceptional in appearance, 
finish, and smooth operation. Here is the only 
line that carries a year’s guarantee against 
leakage! 


Remember—it’s quality that has made the 
hardware store successful. Quality will make 
your plumbing department pay out, too! 


Ask your Sherman jobber—or writes us. Find 
out how you can get this money-making line 
at minimum investment! 


Jobber or—H.B. SHERMAN MFG. CO. 


BATTLE CREEK MICHIGAN 














Van Camp Hdw. & Iron 
Co., Indianapolis, Ind 








“I do not believe it possible to 
equal Premax Solid Steel Rods 
at a price that is so universal in 
appeal.” 


FOR NATIONAL HARDWARE 
OPEN HOUSE 





Two Profit Items 


No. 61W30—4%4' detachable offset 
handle, Diamond knurl wood grip; 
double graduated hi-carbon, oil-tem- 
pered steel blade with agatine guides 
and top. Regular list $1.25—special 


ad | -O9 


No. 6130—4%' detachable offset 
handle, composition cork grips ; grad- 
uated hi-carbon oil-tempered steel 
blade with two agatine guides and 
top. Regular list $1.50—special 


oy-1 


lhis offer till April 20th only 


Write your jobber or direct. 


Fremax Froducts 


Div. Chisholm-Ryder Co., Inc. 
4101 Highland Ave., Niagara Falls, N. Y. 
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New Plant Food 

William H. Rorer, Inc., 254 S. 4th 
St., Philadelphia drug and pharmaceu- 
ticals manufacturer, enters the _horti- 


2 











cultural consumer field with a new 
plant nutrient called “Plant Dinner.” 
“Plant Dinner” is a chemical concen- 
trate which is said to embody the best 
results of hydroponics research as wel! 
as recent discoveries of hormone and 
vitamin effect on plant health and 
growth. The basic inorganic formula 
includes nitrates, phosphates and potash 
in the effective 5-7-5 proportion. In 
addition there are the trace ingredients, 
copper, zinc, boron, iron, sulphur, man- 
ganese, ammonium, calcium, and mag- 
nesium. In addition to Vitamin Bh, 
four other vitamins are present includ- 
ing recently discovered filtrate factor. 
“Plant Dinner” also contains the two 
best known and most thoroughly tested 
growth hormones, napthaleneacetic acid 
and _ indolebutryric acid. Company 
states grass treated with “Plant Dinner” 
showed a 65 per cent average superi- 
ority over untreated areas of equal size, 
yielding more than one and one-half 
the amount of grass from the same 
amount of seed and producing 7 inch 
roots compared to 5 inch roots; flowers 
demonstrated an averdge 45 per cent 
improvement; vegetables responded 
with as high as 50 per cent greate: 
yield; hardwoods showed 60 per cent 
improvement over rain watering, 50 per 
cent over plain watering. “Plant Din- 
ner” dissolves instantly in water and 
is administered to the plant at the 
regular watering periods. “Plant Din- 
ner” cannot “burn” even the most deli- 
cate plants or blooms, and there is no 
danger from unskillful or non-profes- 
sional application. 





| Bathroom Cabinet Book 


The new Miami Bathroom Cabinet 
book for 1941 reflects the architectural! 
trends to more beautifully and com- 
pletely equipped bathrooms. It pre- 
sents two new lines of cabinets: one 
in All-Stainless-Steel and the other in 
“Alumilite” aluminum units. In addi- 
tion, the book also introduces improved 
tubular and fluorescent lighting _fix- 





tures; interior lighting which not only 
illuminates the inside of the cabinet 
but serves as a bathroom night-light- 
This 44-page book may be had by ad- 
dressing Miami Cabinet Division of 
The Philip Carey Co., Middletown, 
Ohio. 


Hose Coupling Machine 
“Wyhaco”—for contracting ferrules 
around couplings, and also for mend- 
ing %, %, and %-in. hose. Machine 
is self-contained. Raising lever opens 
machine and slight down pressure on 
lever said to contract ferrule securely. 
Sells for $5.95 complete with assort- 





ment of 42 ferrule, 7 sizes. Wynnefield 
Hdwe. Co., 1817 N. 54th St., Philadel- 
phia, Pa. 


“Arctic Trunk” 


For storing frozen packaged foods 
and freezing of fresh foods. Made in 
two sizes. Temperatures between 15 
deg. below zero and 5 deg. above zero 
are maintained, according to the setting 





of the control. It is necessary only to 
plug in service cord and is available 
only for 60 cycle a.c. 110 volt. The 
Jewett Refrigerator Co., Inc., Buffalo. 
a. ¥ 


“Red Tag” Fence and Products 

Cyclone Fence Co., Waukegan, Ill.. 
has issued a complete general catalog. 
No. C-40, of “Red Tag” fence and other 
hardware products. The catalog shows 
and describes lawn fence, screen cloth, 
gates, hardware cloth, wire baskets. 
wire mats, etc. 
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SEYMOUR SMITH 


FASY TOUSE - EASY TOLOOK AT + EASY TO SELL 





ry 
—— 


Sermove Sarrr 
aY urear 








Youve Graded Highest 


when you sell this line 


MULTI-POWER CLEAN GLIPPER 


1 few of the nationally known names 


SNAP-CUT 
EZY-CUT — these 


that 


ir¢ 


identify famous, quality made tools — pruning and trim- 


ming tools by Seymour Smith 


Since 1856 th Seymour Smith trademark has symbolized 


i full measure of quality, dependability and profitable resale 


trade And 
ontinues its policy of offering to all reputable 


for the igain, for the mew season of 1940 - 41 
Seymour Smitt 
merchandise, built for satis- 


retailers the finest “grade-up 


tion, priced for profit and backed by extensive national 


td VCrtuising 


{SK YOUR JOBBER 


SEYMOUR SMITH & SON, INC. 


301 Main St., Oakville, Conn., U.S.A. 
Sales Representative: WRITE FOR 
John H. Graham & Co., Inc., 105 Duane St., New York, N.Y. FREE CATALOG 
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CAN YOU ANSWER 
THIS LINSEED OIL 


1 What is a Polymerized or Cooked Oil? 
2 What is a Boiled Oil? 
3 What values do each bring to the Paint? 
4 Why is Canned Oil more profitable 

to handle? 





Bottled 





| THE GREATEST CONTROL FACTOR FOR A QUALITY PAINT JOB 


HERE ARE THE ANSWERS 


| 1. Polymerized oil is a pure linseed oil that has been actually kettle 


cooked to a heavy viscosity. 


2. Boiled linseed oil denotes a pure linseed oil from which the most 


minute traces of moisture have been removed, whose drying time 
has been accelerated by the addition of the correct proportions of 
quality driers, under laboratory control. 

3. The 10% of Polymerized oil in Pol-mer-ik Boiled creates a paint film 
of greater beauty, finer luster, and greater durability. The 90% of 

Boiled oil assures accurate drying and 
the prevention of film burning. Pol- 
mer-ik Boiled is a blend of polymer- 
ized and boiled linseed oil. 

4. Pol-mer-ik Boiled in Cans is more profit- 
able for the dealer because it elimi- 
nates the losses of bulk selling — such 
losses as over-measuring, foots, drips, 
and leaks. When you sell packaged 
Pol-mer-ik you sell what you buy. 
There are no losses. The profits are 
sure and certain. 

Use the coupon below. Get the new 
selling set-up on Pol-mer-ik Boiled. 


Extras) 


Farag, 











| Archer-Daniels-Midland Co pany HASIC | 

| Roanoke Building, Minneapolis, Mi rt 
] Please send me ........ Pol-mer-ik folders | 
aumber | 

| and the name of the nearest Jobber. 
| l 
| PRs ccc cdecccdcsescsccvescccccssecere | 
A SIZE FOR EVERY PAINT JOB J Address...-..-0eseeeeeeeeeeeeeeeeeeeees | 
Pints, Quarts, 1 2, 5 gallon containers. | Town..........-.-.-+-- Re ee | 
ee SS | 
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STOCK 


DIETZ 


LANTERNS 





READY FOR EVERY 


NEED AND 
EMERGENCY 


Emergencies come without 
warning. this time of year. 
Spring floods, severe storms, 
high winds may bring sudden 
darkness to homes, sections 
and even cities. 


Every home, every building in 
your community should be sold 
one or more DIETZ LANTERNS 
to assure long, dependable 
light when needed most. They 
burn brightly, without diminish- 
ment under the most severe 
conditions. 


BE PREPARED with a good 
stock of DIETZ LANTERNS— 
they never die on the shelf. 


R.E.DIETZ COMPANY 


NEW YORK 


Output Distributed Thru the Jobbing Trade Exclusively 
MAKERS OF LANTERNS FOR THE WORLD SINCE 1840 
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Hose Menders and Bands 


“Grip Tight” — made of everlasting 
cast bronze. Maker states menders can- 
not rust or deteriorate; will last indef- 
initely, and can be used over and over 
again. Have tapered ends to fit hose 








easily and tightly. Made for all sizes of 
hose from % in. to 3 in. diameter. 
Bands, of special rustproof, galvanized 
steel wire, can be applied right on the 
job without bringing hose to a bench 
or vise. Made for all sizes of hose 
from ¥% in. to 6 in. diameter. Only one 
size band needed for each size hose. 
Erco Mfg. Co., 4241 N. Monitor Ave., 
Chicago, II. 


**Met-L-Top” Sleeve Board 


A new all-metal sleeve board, incor- 
porating all the advantages of the “Met- 
L-Top” ironing table, is announced by 
Met-L-Top Tables Inc., Milwaukee, 





Wis. Patterned in shape after the wood- 
en sleeve board, the “Met-L-Top” sleeve 
board has top and base formed to per- 
mit ironing of various types and sizes 
of garments. Both top and base are 











i: 








perforated to permit steam to escape 
and shorten ironing time. Fireproof 
and warp-proof, the new sleeve board 
is of all-metal, welded construction. A 
standard size sleeve-board pad will fit 
it. Packed in individual cartons, sleeve 
board lists, without pad, at $1.25 each. 





“Mirro” Range Pans 


Especially built to the specifications 
of leading range manufacturers, this 
new aluminum range pan is made of 
specially-hardened aluminum of just the 
right thickness for proper strength and 
most efficient cooking performance. Its 
sides are straight and the quick-heating 
bottom is perfectly flat so that it snug- 
ly hugs the unit. The cover fits snugly 
into a recessed groove to help prevent 
boiling over. Also offered in this pan 
is a brand new feature to facilitate 
easier cleaning. The handle and large, 
easy-grip knob are attached so that 
there are no rivets on the inside. Made 
in three sizes: 144, 2% and 4qt. ca- 
pacities. Special introductory prices 





—— 
» NO RIVETS inside y 





will prevail during the “Mirro” spring 
promotion; 114 qt. size only $1.00 re- 
tail ($1.10 in extreme south and west). 
Aluminum Goods Mfg. Co., Manitowoc, 
Wis. 

Storm Window and 

Screen Hanger 


Bracket type with an interlocking fea- 
ture without extra parts which is said 
to make it impossible for window to be 
blown off or to become detached with- 
out manual manipulation. Storm win- 
dow slides tight up the window frame 
until it gets past the point of the hanger 
part and it is unnecessary to hold win- 
dow far out in order to get it to hook. 
When storm window is open more than 
a slight distance, two parts interlock 
yet leave storm window free to be 
sweng out and back. Packed in en- 
velopes containing screws; 12 envelopes 
to a box, 12 boxes in a carton. Sug- 
gested retail selling price, 10 cents. 
Saf-N-Eze Hanger Co., 2962 Poppleton 
Ave., Omaha, Neb. 


SAFETY 
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WAGNER 


PROFIT MAKERS 
FOR HARDWARE STORES 


FOLDING ALL-METAL 
SAW HORSE LEGS! 


Sell on sight to con- 
tractors, carpenters, 
painters, plasterers, 
schools, churches, in- 
dustries . . . make 
excellent varricades. 
Airplane plants are 
using thousands of 
them. Two sizes 24” 
and 30”. Get them in 
stock. 


WAGNER 
FOLDING 
SCAFFOLD 
BRACKET 
SAVES TIME 


SAVES SPACE 























New Scaffold 
Brackets, Roof 
Brackets, 
Ladder 
Brackets, pro- 
vide added 
safety and 
speed up 
building. 
Large demand 
—profitable to 
handle. Write 
today for 
prices and 
folders. 


HA-341 


WAGNER MFG. CO., cepar Fats, 1owa 

















Stop, Look and Listen— 
mM 





It is said: “Opportunity 
That 


depends upon the “door”. 


knocks but once!” 


Opportunity is constantly 
knocking at the door labeled 


CLASSIFIED 
OPPORTUNITIES DEPARTMENT 


in every issue of Hardware Age. Here the advertise- 
ments under Positions Wanted, Help Wanted, Accounts 
Wanted, Sales Representatives Wanted and Business 
Opportunities are proving real opportunities for hardwae 
men who are looking for help as well as those who are 
seeking positions. 


Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St. + New York, N. Y. 
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TAT FUMIDOR 


Sensational New MOTH-ROACH KILLER 
With one gross of 


TAT Ant Traps 














SPECIAL DEAL 


Regular price of Ant Traps—tlist.................. $36.00 
Regular price of FUMIDOR, including attrac- 

tive display card, circulars and decalco- 

mania sign ............-. I AB Secatore Lanne 8.95 


Total $44.95 


Your Price-* 24.00 


Here is an offer to cheer profit-minded merchants! To en- 
courage early buying we offer one TAT FUMIDOR FREE 
with the purchase of one gross TAT Ant Traps. TAT FUMI- 
DOR is the new scientific mass killer of moths, larvae, 
roaches, bedbugs, ticks, silver fish, flies, fleas, ants, etc. 
TAT FUMIDOR opens up steady 
repeat profits—because you rent 
the machine at 75¢ to $1.50 for 
two days, depending on locality 
—hbesides making your normal 
profit on FUM-ETTES. 

TAT Ant Trap, as you know, is the 
leading, the original ant trap con- 
trol, guaranteed to exterminate 
both sweet and grease eating 
ants. Act today to get these two 
profit-makers! Offer positively ex- 
pires April 15, 1941. 








AS ADDED PUBLICITY AND PROMOTION 
OFFER TAT FUMIDOR RENT FREE 


to any customer buying $5 
worth of merchandise during 


NATIONAL OPEN HOUSE WEEK 











eye ie . ° 
Soilicide Laboratories—Montclair, N. J. 
Mfrs. of Tat Ant Bait, Ace Ant Traps, Roach Traps, Mole Bait, Rat and Mouse Seed, 
Vitamin Bl, Syphonette, Syphonex Plant Food, Weedettes, Fumettes, etc., etc. Send 
for catalogue. If your Jobber cannot supply you write to us direct 
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SALES OF 1,602 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 
January, 1941 

















Dollar Sales 
Per Cent Change 
Number Jan., 1941 Jan., 1941 
of Firms vs. vs. January, January, December, 
States by Regions Reporting Jan.,1940 Dec., 1940 1941 1940 1940 

New England Med: 83 +13 —38 $596,234 $528,042 $955,336 
Maine Pee 9 —2 49 31,824 32,495 62,535 
Vermont and New Hampshire l] +12 —45 108,148 96,654 195,433 
Massachusetts 50 +13 -38 347,263 306,993 563,144 
Rhode Island ¢ 
Connecticut F : 

Middle Atlantic 25 191 + 6 42 649,961 610,745 1,120,494 
New York ia chwkekdeed 21 -4 4] 53,257 55,675 90,817 
New Jersey 7 8 -55 27,659 30,045 60,992 
Pennsylvania 163 8 4) 569,045 525,025 968,685 

East North Central 439 +10 42 1,387,980 1,263,279 2,399,211 
Ohio ; iain 129 +10 AS 460,299 418,775 841,179 
Indiana 70 +12 -36 150,295 134,116 234,027 
Illinois : ; 93 + § —39 311,040 287,620 513,486 
Michigan (Ten swindle awe 47 +17 39 189,501 162,598 310,164 
Wisconsin Pees 100 + 6 45 276,845 260,170 500,355 

West North Central ; 256 +13 4] 531,966 469,243 905,906 
Minnesota i naires a 24 +2 —48 80,983 79,500 156,827 
Iowa 64 +-10 —39 174,990 158,882 286,795 
Missouri é 54 +25 —39 100,991 80,479 165,357 
North Dakota 11 + 6 —52 17,438 16,502 36,272 
South Dakota ° al 
Nebraska id 50 +14 40 68,842 60,607 114,854 
Kansas 18 +22 38 82,640 67,998 132,414 

South Atlantic 65 +19 —14 406,157 341,857 470,363 
Delaware ° 
Maryland ° 
Virginia y +42 -19 58,565 41,121 72,081 
West Virginia ; art 4 
North Carolina : 

South Carolina ; 10 + 5 -15 65,220 62,078 76,331 
Georgia ae aed 18 +32 ~15 82,420 62,386 97,265 
Florida 19 + 5 14 131,836 125,372 153,044 

East South Central 32 +30 -27 175,769 135,135 241,512 
Kentucky ae ata 6 +22 43 30,949 25,416 54,638 
Tennessee pare 10 +38 26 70,016 50,715 94,558 
Alabama " Sale 13 +26 —16 67,306 53,617 80,468 
Mississippi . 

West South Central —— 125 +23 -15 588,950 478,847 692,281 
Arkansas AGA? 20 +15 29 80.142 69,811 112,750 
SN acca buvaaesddamadnd ° Secu Do! | (eed O° «© CO eee = tis 
Oklahoma , Ww +19 -38 110,075 92,470 177,810 
Texas 61 +-26 + 1 377,861 300,252 375,247 

Mountain ar et 103 + 7 —25 552,723 515,374 739,704 
Montana ae 28 + 8 45 120,897 112,257 220,594 
Idaho eR Se 16 -13 44 53,230 60,902 95,843 
re oon ite Sata set ° 
Colorado baacee 32 7) AO 80,517 88,237 134,551 
New Mexico eee ee ° 
Arizona nea 1] +20 +30 216,301 180,627 166.629 
Utah , ° 
Nevada ° 

Pacific na +17 —28 1,529,534 1,302,978 2,131,152 
Washington peas 43 +25 —25 335,097 267,580 444,865 
Oregon 33 +21 -34 122,826 101,369 186,964 
California 232 +15 —29 1,071,611 934,029 1,499,325 

TOTAL .. 1,602 +14 —34 $6,419,274 $5,645,500 $9,655,959 

Chicago, Tl. 14 +10 -32 38,132 34,641 56,025 

Los Angeies, Cal. 33 +17 —21 148,994 127,228 188,117 

Portiand, Oregon 12 +21 35 20,073 16,612 30,918 

San Francisco, Cal. 23 +19 42 98,816 83,385 171,245 

Seattle, Wash. 10 +28 13 157,369 122,949 180,600 








* Note while stores in these states are invluded in grand total, figures for these states are not shown on this chart because 
of insufficient data. Compiled by Bureau of the Census, U. S. Department of Commerce. 
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SALES OF ELECTRIC WATER SYSTEMS 
1929 ~ 1940 





Chart showing sales from 1929 to 1940. 


Electric Water Systems Council 
Predicts All-Time Sales High 


IVE years ago the members 

of the Electric Water Systems 
Council, 35 N. Wacker Drive, Chi- 
cago, Ill., set as their goal the sale 
of 250,000 electric water systems a 
year. This goal was attained in 1940 
when sales for the year exceeded 
250,000 units. Sales in 1941 are ex- 
pected to exceed those in 1940 and 
the current year is expected to set 
a new all-time high in the sale-and 
installation of water systems. 

Credit for the steady advance in 
water system sales is given to those 
aggressive distributors and dealers 
who have cooperated in the promo- 
tional program of the Council. 
Dealers, particularly, have profited 
greatly not only by the sale and 
installation of water systems but also 
by the sale of additional equipment 
such as plumbing fixtures, water 
heaters, water softeners, laundry 
equipment, pipe, valves, fittings, and 
tanks. 

An average of 50,000 copies of a 
sales manual for dealers has been 
distributed annually in recent years 
by manufacturers who participated 
in the Council’s program. Power 
companies have mailed circulars de- 
scribing the advantages of running 
water to old and new meter connec- 
tions. A 15-minute motion picture 
film, “Life in the Country,” was pro- 
duced and has been seen by hun- 
dreds of thousands of farm families. 

The cooperative sales promotion 
work of the Council has been paral- 
leled by improvements in the engi- 
neering of pumps. The _ electric 
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water systems now offered to the 
purchaser are far superior in design, 
durability, efficiency, and economy to 
the units available in 1935 when the 
Council first announced its goal of 
250,000 electric water systems a 
year. Equally significant is the in- 
troduction of entirely new types of 
pumps as for instance the jet type. 
At the present time the monthly gain 
in the sale of jet pumps exceeds pro- 
portionately that of any other type. 
Coincidental with the review of its 
activities over a five-year period, the 
Council announces a new and en- 
larged program for the assistance 
of dealers and distributors in 1941. 
A comprehensive technical manual 
on pumps is now in type and will 
shortly be available for distribution 
to dealers. There will also be a new 
dealer sales manual and a new book- 
let for the consumer. The latter, 
illustrated in novel caricature style. 
will emphasize the advantages of 
running water on the farmstead. 
New farm meter connections at 
the rate of about 200,000 a year, 
steadily rising farm income, and the 
decreasing mortgage indebtedness of 
the American farmer are among the 
many factors setting the stage for a 
banner year in water system sales 
in 1941, the Council says. The Bu- 
reau of Agricultural Economics has 
just reported that the amount of debt 
secured by liens on farm real estate 
is the smallest outstanding since 
1919. The total of mortgage debt of 
the American farmer has been re- 
duced by nearly $4,000,000,000 in 18 


years. 











“Be Wiser—Buy Keiser” 


MIRACLE 
GRASS SHEARS 


LIST 
$1.50 


More 
Sales, 
Profits, 
and Sat- 
isfied 
Customers 
is the Expe- 
; rience Of 
a | Dealers All 
‘| Over The 
Country. 


There Are 
No Better 
Shears. 



























Miracle 
Grass’ 
Shears 
work eas- 
ier, cut 
faster, 
stay 
sharp 
and last 
longer. Extralong 
blades are made of 
finest tool steel, hard- 
ened, tempered, hollow ground 
and sharpened. Fully guaranteed. 
They are Miracle Performers! 


Send us a dollar for a sample 


KEISER MFG. CO. 


For fifty years makers of quality 
grass, sheep, horse and hedge shears 


READING, PA., U.S.A. 
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( MAKE SALES SPURT ) 


During National Hardware Open House 


“ LUTHER 


Special Values 


Special 
Value! 




















Retails 
at...$4.50 


B225G Grinder 
Supplied with Bab- 
bitted Bearings and 7 
Wheel Guards ase 


This sturdy, efficient grinder is equipped with 
5x1x¥%” wheels. Diameter of pulley 174”x1%%”. 
Height from base to center of spindle 4 5/16”— 
distance between wheels 
6”—bench size 334”x5%4"” 
—diameter of spindle in 
bearings 9/16”—diameter 
of spindle between 
flanges 44” — length of 
spindle 934”. Weight 
12'% lbs. 


SPECIAL VALUE! 


No. 155 Grinder with Dimo Grit 
Hi-Quality 5x1" Vitrified Wheel 


Needed by every mechanic and 
farmer—a high-grade grinder that is 
super-quality throughout and reason- 
ably priced. Weight 6% lbs. Helps 
Dealers Outsell Competition at Regu- 
lar Margin of Profit. 









Retails . 
al 
$2.59 





Special 
Value ! 
a 15c 
Retailer 


This large size (7"x2”x%") No. 17 Sharpening Stone is a real value. 
Medium grit on one side, fine grit on the other. Stones are sealed in indi- 
vidual cellophane wrappers to keep them clean and new looking. Packed 
1 doz. in carton. Shipping weight, 10 lbs. ner doz. 


A 69c 


Retailer Full Sized Heavy Duty Abrasive File No. M53 


Made of highest quality, electric furnace, artificial abrasive grain, fully vitri- 
fied. Ideal sharpening tool for edging up mower sections, discs, lawn mow- 
ers, shovels, axes, hoes, and all other farm tools. Shipping wt. per doz., 
20 Ibs. 


LUTHER [oot company 


FOND DU LAC, WIS. 
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, just at closing time and the retail hard- 
ware firm of Jones & Marston is getting ready to call it a 
day. Frank Jones, the senior partner, is looking over 
a catalog while William Marston is placing some paint 
in empty spaces on the shelves. The firm’s clerks have 
gone. 

JONES: Say Bill, what do you think about sharpening 
lawn mowers? 

MARSTON: | always have mine sharpened. 

JONES: 1 don’t mean your own personal lawn mower. 
I mean what do you think about installing a department 
here for sharpening law mowers? 

MARSTON: I never had any experience in that line. 
What makes you ask the question? 

JONES: Well, I read an article in the February 20 issue 
of Harpware Ace about a firm in Pennsylvania that 
sharpens 700 lawn mowers in a year. They get $2.00 
for sharpening an ordinary mower and $12.00 for sharp- 
ening and overhauling power mowers. And sometimes 
they charge as high as $60.00 for one of those power 
jobs. They keep two men busy in their shop and they 
only have two dull months in the year. 

MARSTON: Well, we couldn’t jump into anything 
like that right off. We’d have to try it out in a small way 
first. 

JONES: That’s my idea. We could start easily and 
build it up as we went along. There are plenty of lawns 
in this town and two golf clubs and a number of large 
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estates that use power mowers. Might be a good idea to 
investigate it right away. 

MARSTON: It’s O.K. with me. Looks as though 
HarpwareE ACE is getting after spring merchandise in 
plenty of time. What else was there about spring lines 
in that issue? 

JONES: Plenty of articles that will give us inspiration 
for what we have to do in the next few weeks. There 
was one about another Pennsylvania firm that sells 50 
bicycles annually. A short article but very much to 
the point. Showed how the firm advertised bicycles, too. 
Some record that firm had for their town only had a 
population of 8,000. That’s what I call getting after 
the business. Then their window display section had two 
interesting suggested displays—one for lawns and gardens 
and another for sporting goods. I think we’d better 
study those suggestions and use something along those 
lines in the very near future. 

MARSTON: Yes, we should do it mighty soon. Any- 
thing more with the spring touch in that issue? 

JONES: Yes, there’s a corking article about a firm on 
the Pacific Coast that sells fishing tackle the year ’round. 
Tells how they do it and shows their displays both in 
the window and inside of the store. Incidentally, that 
firm sold $60.00 worth of supplies to fishermen last year 
the day the trout season opened. That reminds me it 
might be a good idea to get our fishing equipment out 
pretty soon. Those fellows get the urge long before the 
season starts and if we get a good start we'll be all set 
when the season opens. And, by the way, there was a 
three-page review on outboard motors in that issue. 
Showed some of the new types and described them com- 
pletely and illustrated them in the bargain. That’s what 
I call service. 

MARSTON: Well, that’s the paper that gives service 
with a capital S. Did you read that article on “How to 
Merchandise Electrical Refrigeration”? One of the pre- 
vious issues stated that it would appear in the February 
20 number. 

JONES: I certainly did read it. And was it full of sug- 
gestions! That article gave some sure-fire suggestions on 
how to sell refrigerators—three pages of suggestions that 
were brief and to the point. No words wasted but just 
selling ideas. Not only told how to sell refrigerators but 
told how to keep ’em sold. It sure was a dandy. 

MARSTON: How’s Open House coming along? 

JONES: Pretty well by the looks of the article about 
it. Almost seven pages of what the manufacturers are 
offering for Open House and illustrations of the kit in 
the bargain. You couldn’t ask for more than that. And 
before I forget it, there was an interesting article on an 
Illinois firm that has increased sales of ranges using 
bottled gas to the extent of 25 per cent. That’s some- 
thing worth investigating in the farming districts. It 
would pay us to canvass that field. 

MARSTON: What do you say if we drove out in the 
country next Sunday and made an investigation? 

JONES: It’s a fine idea. And what would you say if 
we closed up now and went home and investigated din- 
ner? That’s a pretty good idea too. 

G.M.S. 











MARCH 6, 1941 


FEATURE SCREEN HARDWARE 


» GRIFFIN 


No. 1735 Spring 
Wrought Steel Screen Door Set OPEN 
HOUSE 

MAY 1-TOth 





No. 830 





No. 929 No. 724 





No. 940 


(SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 























Hall Hardware Members Hear 
Report on Successful Year 





Officers and some directors of the Hall Hardware Co. and the Hall 
Building Co. Left to right: S. P. Duffy, manager, secretary and trea- 
surer, Hall Hardware Co. and Hall Building Co.; H. J. Bekke, Canton, 
S. D.; Albert Wynne, Wyndom, Minn.; O. R. Westrum, Glendive, Mont.; 
George A. Jeffery, Red Lodge, Mont., retiring director. Rear: S. E. 
Hunt, Red Lake Falls, Minn., president, Hall Hardware Co.; O. V. 
Hanson, Rochester, Minn.; Amos Marckel, Perham, Minn., vice-presi- 
dent, Hall Hardware Co. and president, Hall Building Co.; H. P. Nick- 
las, Durand, Wis.; E. P. Babcock, Anoka, Minn.; G. De Ruyter, Sioux 
Center, Iowa; D. R. Jacobson, Minot, S. D. 


ORE than 750 dealers and 

sales clerks from 400 stores 
attended the 28th annual meeting 
and spring convention of the Hall 
Hardware Co., 618 N. 3rd St., Min- 
neapolis, Minn., dealer-owned whole- 
sale house, at the company’s head- 
quarters. The convention, held Feb. 
10-13, had as its theme, “1941 Will 
Reward Better Selling Through Ad- 
vertising Display Lighting and Per- 
sonal Effort.” Members and guests 
were welcomed at a meeting held in 
the company’s auditorium on Tues- 
day, by S. E. Hunt, Red Lake Falls, 
Minn., president of the organization. 
Mr. Hunt complimented the manage- 
ment for the fine showing made in 
1940, when sales volume showed an 
increase of 15 per cent over that of 
1939. 

S. P. Duffy, general manager, trea- 
surer and secretary, stated at the 
opening meeting that conditions in 
the past year had greatly changed 
because of the European war moving 
closer to this country than we like. 
Instead of looking to legislation as 
a means of helping independent 
stores, dealers were urged to follow 
the company’s merchandising pro- 
gram. The defense program, which 
will soon reach high gear, will 
change a lot of things. However. 
he stated. the government is mak- 
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ing an effort to hold prices at their 
present levels. 

Buyers and other executives and 
manufacturers’ representatives spoke 
on various lines. Discussing mer- 
chandising plans, W. H. Grenell, 
sales manager, declared 1941 will be 
a more competitive year than 1940, 
requiring better selling. This is a 
sellers’ market, Frank Feyder, sport- 
ing goods and tool buyer, said and 
the fact is just beginning to dawn 
on the manufacturer. We don’t an- 
ticipate a runaway market as the law 
of supply and demand will govern. 
However, merchandise must be 
bought further in advance than for- 
merly. Edward Ralph, buyer, stoves 


and plumbing, stated that while 
price is important and always will be 
that with more money in the hands 
of consumers, there will be a greater 
demand for quality lines. The big- 
gest share of business in appliances 
will go to dealers who display and 
demonstrate these lines. 

With the R.E.A. program hard- 
ware dealers in areas having such 
projects are enjoying increased wir- 
ing equipment and appliance sales, 
Carl Brandtner, buyer, electrical 
supplies stated. Dealers who have 
had R.E.A. projects in their area 
for several years are now enjoying 
greater sales, since not all consum- 
ers can afford to purchase major ap- 
pliances at the time they have wir- 
ing and fixtures installed. Twelve 
million appliances were sold last 
year, or an average of one for every 
other home. As to toys, he stated 
that the situation will be tough this 
fall. A large increase in heater 
sales was announced by F. T. Rock- 
well, major appliance promotion de- 
partment. 

B. A. Buckmaster, operating man- 
ager, told of the benefits of group 
life insurance which a majority of 
the stores affiliated with the Hall 
organization are now enjoying. He 
called attention to the fact that with 
the 40-hour week under the Federal 
Wages and Hours Law, more efficient 
operation is necessary. Features of 
the range and stove lines offered by 
the company were outlined by P. H. 
Leach, appliance department, and 





Some of the executives of the Hall Hardware Co. Left to right, front: 

O. L. Davis, dealer advertising department; M. A. Michaud, sales pro- 

motion manager; W. H. Grenell, sales manager, and B. A. Buckmaster, 

operating manager. Rear: F. T. Rockwell, major appliance promotion, 
and Frank Feyder, buyer, sporting goods and tools. 
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A LATCH with SNAP” 


FROM A SNAPPY LINE 





The new, No. 765 latch for screen and storm doors, 
is a “quick sale” addition to the Frantz line of qual- 
ity buildware. Streamlined in design and mechanical 
construction, this sturdy latch, with its simplified 
action and locking feature, will wear long and give 
trouble-free action. All exposed parts are of solid 
brass. Installation is simplified (only two holes to 
bore) and requires only mortise for strike. Con- 
vertible to either right or left hand door as sturdy 
handle gives two-way action. Fits doors from 7/” 
to LA.” thickness, without cutting or fitting. Be the 
first to introduce this money-maker to your locality. 
Write today. 


FRANTZ MANUFACTURING COMPANY 
STERLING, ILLINOIS 


DEPT. 111-C 





FRANTZ 


BUILDWARE § 
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Double Your 
Axe Handle 
Profits 
NO EXTRA COST 


@ Put our new axe handle dis- 
play carton at work in your 
store. It doesn’t cost you a 
cent—yet it is a powerful store 
merchandiser—ultra attractive 
in appearance—with space for 
a display of 6 handles and 
stock-keeping space for 24 
more handles in the back. It 
will increase your volume and 
profits. 

Furnished complete with 30 
Turnerday quality axe handles 
assorted in grades and pat- 
terns as required by yourtrade. 
Order from your jobber when 
you place your Spring axe business. 

No finer handle special for National Hardware Open 
House Week can be devised. For descriptive catalog sheet, 
write us— 

















TURNER, DAY & WOOLWORTH HANDLE CO., INC. 
LOUISVILLE, KENTUCKY 
FOR OVER 80 YEARS — WORLD'S LARGEST HICKORY HANDLE MANUFACTURER 
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A PROFIT ITEM THAT 
BRINGS REPEAT SALES 


Nothing takes the place of leather, and Eezy Wear is an 
all-leather glove, made of soft, specially processed lambskin. 
Permits almost barehand freedom, is dirt-proof and durable 
(outwears 6 pairs of fabric gloves). Also washable. An 
item that will make money for any store. Retails at 75¢ a 
pair with a nice profit margin for the dealer. 


Ten years of national advertising has 





*— built an increasing and repeat de- 
"= mand by both women and men. Ideal 
] for gardening, housework, basement, 
| garage. Write for details and prices. 
| THE NATIONAL GLOVE CO. 


Dept. HA-3, Columbus, Ohio 














DON’T LOSE RENTAL PROFITS 


Because Of An Out-of-Date Sander! 








The New Streamlined 
Lincoln SPEED-O-LITE 
Gets and Holds Sander 
Rental Profits for YOU! 


*% If you are not getting your 
share of rental sander profits, 
sandpaper profits and the 
profits from floor finishing ma- 
terial sales that come with a 
better performing machine, it’s 
time to do something about it. 










The new streamlined Lincoln Speed-O-Lite 
much faster, much easier to use than other 
sanders, that Lincoln Speed-O-Lite equipped 
dealers everywhere, are sending in enthusi- 
astic reports on its preferred popularity. 


is 


Bring your floor finishing department up-to- 
date, and get your share of up to $5 a day in 
rentals alone when you offer this truly 
efficient sander to your trade. Get that 
finishing material business, too! It all goes 
together! “ 


Investigate today the new 
streamlined Speed - O - Lite 
the sander that averaged only 
$1.79 a year in upkeep expense 
by actual audit. Find out 
about EASY TERMS that let 
you pay for your Speed-O-Lite 
out of a part of its own earned 
profits! Write 


Representatives In All Principal Cities. 


LINCOLN-SCHLUETER 


. BA CBee AY 


FLOO | 
| gence! 514 SOUTH PEORIA STREET = 


World’s Manufacturer of the Most Complete Line of Floor 


COMPANY ine 


CHICAGO, ILLINOIS 
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A. B. Black, manufacturers’ repre- 
sentative. 

O. L. Davis, dealer advertising de- 
partment, told dealers that their cus- 
tomers need more hardware mer- 
chandise in the spring than at any 
other time of the year. Planned sell- 
ing programs are a vital necessity be- 
cause there are now so many places 
other than hardware stores to buy 
hardware and allied lines. A drama- 
tized presentation of the company’s 
32-page spring and summer catalog 
for consumers was then offered, 
blow-ups of eight of the pages being 
presented by eight attractive young 
women employed in the offices of the 
company. Each page and its offer- 
ings were explained in detail. 

Sales plans and data as to pat- 
terns of both felt base and inlaid 
linoleum were outlined by C. J. 
Pryor, district manager, Congoleum- 
Nairn, Inc., Kearny, N. J., who said 
that business in 1941 will be bet- 
ter than ever before with millions 
of dollars of floor covering being sold 
this year. Sales by all makers of 
linoleum floor coverings in 1939, ac- 
cording to U. S. Bureau of the Cen- 
sus figures, totaled $37,800,000 for 
felt base and $29,400,000 for inlaid 
linoleum. F. T. Rockwell, major ap- 
pliance promotion department, then 
pointed out that the manufacturer 
provides training on selling, figuring 
and laying linoleum. Charles Cloud, 
Congoleum-Nairn, Inc., who helps 
dealers to sell and teaches their em- 
ployees to figure jobs and lay lino- 
leum, was introduced. “The 1941 
Profit Parade”’—a showing of new 
linoleum lines and display units— 
was presented in the main ballroom 
of the Nicollet Hotel later that after- 
noon and was followed by a buffet 
supper for members and guests. 

F. T. Rockwell, major appliance 
promotion department, called atten- 
tion to the gas range line and to 
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S. P. Duffy, man- 
ager, secretary 
and treasurer, 
Hall Hardware 
Co. and Hall 
Building Co., and 
S. E. Hunt, Red 
Lake Falls, 
Minn., president 
Hall Hardware 
Co., visit the 
Hardware Age 
exhibit. 


the kitchen sink and cabinet line 
offered by the company. He also 
spoke briefly of the line of refrig- 
erators available through the com- 
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Joe Culver, buyer, builders’ 
and heavy hardware. 


pany. W. J. Dickinson, sales man- 
ager, Automatic Washer Co., New- 
ton, Iowa, then told of the features 
and price range of the “Challenger” 
line of washers. In 1940 1,552,666 


washing machines were sold by the 


washing machine industry, at an 
average price of $72.88, proving that 
customers will buy the higher-priced, 
more profitable numbers. 

M. A. Michaud, sales promotion 
manager, introduced a _ program, 
“Better Selling in 1941,” featuring 
in the form of colored slides, some 
of the display and other promo- 
tional material offered by the com- 
pany for the spring and summer. 
Merchandise displays were pictured 
as set up in the company’s model 
store, and the parts of customers 
and store manager were taken by 
Hall employees. 

T. B. Allen, General Electric Co., 
said that selling electrical appliances 
is selling a better way of living, 
and urged hardware dealers to be- 
come experts on canning, milking, 
crop rotation, seeding, etc., and to 
try to arrange cooking courses and 
manual training courses for high 
school students. He urged selling 
the Better Light-Better Sight story, 
fluorescent lighting, etc. 

A dramatization of the Supermix 
paint promotion plan was presented, 
with comments by John Mort- 
land, Campbell-Mithun Advertising 
Agency; B. A. Buckmaster, operat- 
ing manager; M. A. Michaud, sales 
promotion manager, and by Fred 
Westerberger and Cedric Schroeder, 
paint representatives. A life-size re- 
production of the paint insert from 
the Hall consumer catalog was 
shown on the stage with the profes- 
sional model whose picture is in- 
cluded appearing in person. Color 
cards, the catalog pages and other 
paint department features were 
shown on giant placards carried by 
the young ladies who assisted in the 
catalog presentation the day before. 
Attention was called to the broad- 
cast programs, one of which was 
heard by the audience, from a re- 

(Continued on page 168) 





W. H. Grenell, sales manager, and girls from the Hall Hardware Co. 
who aided in dramatized showing of the consumer catalog pages. 
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Sell these high quality tools at popu- 
OS lar prices ... quick turnovers... 
good profits. 
Arcade Tools are _ scientifi- 
J cally designed for accurate 
workmanship and long faith- 
ful service. 






an " 
‘ =e - The tools illustrated here repre- 
a Pr & sent only a small portion of the 
r - Areade line. Send for a free 
i catalog of all Bench 
Tools, Model Makers 
and Accessories 


ARCADE MFG. CO. 
1201 Shawnee St., 
Freeport, Iil. 


Order from 
your Jobber 


RETAIL PRICES 





Bench Saw 
= 6” blade .....$11.00 

m Bench Saw 
8” blade . . 22.50 
Band Saw 10” .. 18.00 

Dill Press 
34a” high .. 22.50 

q Belt Sander 
. 4” x 4” drums. 8.00 


ARCADE fie 





HARDWARE & TOOLS 
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KILLS APHIS 


“Black Leaf 40” sprayed according to direc- 
tions controls aphis, leafhopper, lace bug, 
mealy bug, most thrips, young sucking bugs, 
leaf miners and similar insects. Used by gar- 
deners and flower growers. 


KILLS POULTRY LICE AND FEATHER MITES 


Economical and easy to use—Our “Cap Brush” 
saves money for you! One in every package. 


Sell "Black Leaf 40" and Make 
More Money 


TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION 
INCORPORATED — LOUISVILLE, KENTUCKY 
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FOR TROUBLE-FREE PROFITS 
YEAR-IN AND YEAR-OUT 


Look to 
<-—F£O-E-F 
whirlwind 


FLOOR 
SANDERS 


Choose the machines 
that'll stand the gaff! 
Floor sanding is no 
sissies’ game—it calls 
for guts and stamina 
in both men and ma- 
chines. You'll find 
both built right into 
tthe Holt Line! 








Our popular Standard Con- 
trol Streamline Whirlwind 
8 Dustless, silent, port- 
able, chatterless. Highly 
polished aluminum a 
chrome finish 


Holt machines operate from any base plug; cut 200 to 300 
sq. ft. per hour, right up to mouldings. Easily carried by 
one person. Easily emptied dust-bag; self-aligning; self- 
adjusting. Use less sand-paper; power cost only 4¢ per 
hour. Sure-grip paper clamps; total weight 130 Ibs. All 
parts guaranteed for entire life of machine . . . 3 profitable 
models, $195.00 to $250.00. 


: SALES COMPANY 
236 SELLIFE AVE. NEWARK. N.S. 


BRANCH OFFICE & FACTORY: Holt Manufacturing Company, 
255 12th Street, Oakland, California 

















HERES THE BICCEST 
STORE EQUIPMENT 


VALUE EVER OFFERED 








LOOK WHAT HELLER 
EQUIPMENT WILL DO 
FOR YOU— 


@ Increase Sales 

@ Beautify Your Store 

@ Attract Trade 

@ Properly Display Mer- 
chandise 

Free Store Plans—lIllustrated Literature—Catalogs. You owe it 

to yourself to find out how little Heller Store Equipment costs and 

how much good it will do you. It’s the best investment you can 

make. Heller Hardware Store Fixtures are the results of 50 years 

of consistent designing and manufacturing. Stores all over the 

world bespeak their quality and low prices. Write today for 

complete details. 


W. C. HELLER & COMPANY 


341 Bryant St. 330 Hudson St. 
Montpelier, Ohio New York City 
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There's no denying the extraordinary 
“sales-ability” of Acme Tack-Point Corru- 
gated Fasteners. Nearly everyone who 
works with wood uses them—home owners, 
carpenters, cabinet makers. The attractive, 
convenient 10¢ package on your counter 
just naturally attracts the eye. With this 
fast-selling item you'll get a lot of extra 
sales—and repeat purchases, too. 

Acme Tack-Point Corrugated Fasteners 
assure stronger joints. They can be used for 
repairing furniture, making screens, cab- 
inets and other wooden articles. They are 
furnished in two types: parallel and diver- 
gent. /f your jobber can’t supply you write 
us direct. 


Ask About the 100 Lb. Kegs 





Many retailers stock Acme Tack-Point Corru- 
dated Fasteners in 100 Ib. kegs — a real profit- 
item for bulk sales. There are also standard car- 
tons of 250, 500 and 1,000 fasteners; boxes of 
100 fasteners, 10 boxes to a carton. Also in boxes 
eontaining 50 fasteners of one size—% x 4, 4% x 
. or % x 5. Display cartons contain 12 such 
oxes. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, Ill. 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON 


a— Ame 
FOR FREE SAMPLE BOX al 





Acme Steel Company 
2838 Areher Ave., Chicago, Ill. 


Send me, without charge, a sample box of 
Acme Tack-Point Corrugated Fasteners 


Name 
Address 


City State 
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Dealers Warned About 


Business Upswing 


HE 18th annual convention and 
merchandise show for the 
Northern Wholesale Hardware Com- 
pany was held February 2, 3 and 4 
in Portland, Ore. Thomas L. Willis. 





THOMAS L. WILLIS 


President, Northern Wholesale 
Hdwe. Co. 


president, presided at luncheon and 
dinner meetings at which dealer 
members of the company, factory 
representatives and guests were en- 
tertained with music, movies and 
interesting talks on pertinent sub- 
jects. 

Among the speakers was E. B. 
McNaughten, president of the First 
National Bank in Portland, who 
urged dealers not to let themselves 
be carried away by enthusiasm for 
the very decided upswing of busi- 
ness, but to remember that beyond 
it is a day of reckoning when the 
Defense Program has ended and this 
synthetic business boom has expired. 
Mr. McNaughten advised conserva- 
tism in expenditures and in commit- 
ments of every description as much 
the wiser policy. We must all realize 
the fact, he furthermore urged, that 
a new economic and social order 
is under development which will re- 
quire serious and perhaps difficult 
adjustment on the part of all of us 
if we are to survive. 

N. H. Comish, professor of Busi- 
ness Administration at the Univer- 
sity of Oregon, in discussing stand- 
ards of retail efficiency, called 
attention to the fact that very careful 
surveys and analyses of different 
phases of retail store operation have 
taken much of the guess work out 
of efficient merchandising and have 
made it possible for the independent 


merchant who will avail himself of 
the facts brought out in the surveys 
to reduce his losses, stop the fre- 
quent leaks and enjoy a more satis- 
factory profit from his hard work. 
He further expressed the belief that 
independent retailers may very well 
give thought to adapting to their 
own somewhat different needs the 
completely developed and fully de- 
tailed program of merchandising 
which has enabled chain competition 
to make such rapid strides? at‘ the 
expense of independent dealers dur- 
ing recent years. 

At the luncheon meeting on Feb- 
ruary 4, R. B. Ambrose, president 
of Columbia Industries, Inc., and 
vice-president and sales manager of 
the Portland Woolen Mills, spoke 
on the subject of salesmanship, and 
the Pacific Telephone and Telegraph 
Company offered a very interesting 
moving picture entitled “The New 
Voice of Mr. X.” 


Marshall-W ells 
Convention 
(Continued from page 80) 


when installing it, and also showed 
how the data recorded would aid in 
keeping adequate stocks and _ pre- 
vent unbalanced inventory invest- 
ments. 

Giving the practical experiences 
of a dealer who has used this buy- 
ing control system, Ben L. Quirt, 
Iron River, Wis., told of his appre- 
ciation for such information. He 
cited instances, in various depart- 
ments of his store, where this sys- 
tem had already been very helpful. 

On all three days various factory 
representatives, particularly of major 
lines, explained their new models, 
display helps, etc. Noon and evening 
meals were served in the Marshall- 
Wells lunchroom except the closing 
dinner-dance which took place at 
the Hotel Duluth on Wednesday 
evening. 

It is interesting to note that more 
than 50,000 sq. ft. of space were de- 
voted to merchandise displays and 
that more than 3000 meals were 
served during the convention. To 
speed up the departmental talks and 
to dramatize changes in display pres 
entations. a unique revolving stage. 
designed and built by Marshall- 
Wells engineers and display men. 
made a great hit. 
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we ORCROSS 


GARDEN 4 LAWN 
AND AR Neale) a 


MOST COMPLETE LINE 
of Hand Cultivators 


at prices that will “click” 
with your customers 








1, 3 or 5 prongs, with 4 foot Northern 
White Ash handles. Also MIDGETS ... 
1 or 3 prongs with 10 inch handles. The 
choice of millions of home gardeners for 
50 years. 


Ask Your Independent Jobber 


C.S.NORCROSS&SONS 
BUSHNELL ILLINOIS 











METAL MARKING 
PENCIL 


writes on 

* METALS 
* GLASS 
x CROCKERY 
% CELLOPHANE 
COMPLETELY MECHANICAL — 
ELIMINATES SHARPENING — 
BROKEN POINTS—WASTED LEAD 
USED AND SOLD BY HARDWARE 

STORES COAST TO COAST 


po tone lt | 
PENCIL No. 1620. Each 25c¢ 
REFILLS No. 162. Tube 15c | 


SIX LEADS IN TUBE 
BLACK-RED-BLUE-GREEN-YELLOW i 














Two vt rhage DISPLAYS 
FOR QUICK — EASY SALE 
INCLUDED WITH DOZEN ORDER 


LISTO PENCIL CORP. 

ALAMEDA, CALIF. 

PLEASE SEND LITERATURE AND PRICES ON 
AUTOMATIC MARKING PENCILS. 











NAME 
STREET 
city 


1F YOUR JOBBER HASN'T STOCK 
MAIL COUPON TODAY! 
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lowa Association Stresses 


Selling Problems 


NEW spirit of optimism marked 
the annual convention of the 
Iowa Retail Hardware Association 
which was held in Des Moines from 
Feb. 11 to 14. Business opportuni- 





J. T. KUEMPEL 
President 


ties the Iowa dealers have because 
of the large farm income this year 
and pointers on how best to get that 
business were discussed in the four 
morning sessions of the convention. 
Built about the main theme “Be Pre- 
pared,” a program was arranged 
consisting largely of speakers who 
had previously appeared before the 
group and whose return was urged 
by members of the association. 

In the opening session, Elmer 
Wheeler, president of the Tested 
Selling Institute, New York City, 
using the subject, “Be Prepared to 
Use ‘Sizzlemanshjp,’” told the as- 
sembly that for a salesman the first 
10 words to a prospective customer 
are more important than the next 
10,000. “You never should hear the 
sales talk that sells you,” Mr. 
Wheeler said. “The minute you start 
hearing the words, you start think- 
ing your own thoughts, not what the 
salesman wants you to think.” 

Arthur Brayton, Des Moines, sec- 
retary of the Des Moines Convention 
Bureau, spoke on “Be Prepared to 
Do a Better Job of Selling” as he 
mentioned the opportunities the Iowa 
dealers have with farm income in 
Iowa, $700,000,000, the largest farm 
income of any state in the union. 
“Dramatize your merchandise for 
what it does for the customer” he 
told them and cited steel tape mea- 
sures, pinking shears, oven thermom- 
eters and glass coffee rods as items 


that can be promoted by suggestive 
selling. 

Rivers Peterson, managing direc- 
tor N.R.H.A., appeared at two dif- 
ferent times during the convention, 
speaking on the subjects, “Be Pre- 
pared For a Good Future in Hard- 
ware Business” and “Be Prepared 
to Advance With the Future of Hard- 
ware Retailing.” He foresaw a good 
future for any independent merchant 
if he plans his business and follows 
through. 

Alfred P. Haake, Cleveland, a keen 
student of economics as well as a 
practical business man, with his sub- 
ject, “Be Prepared for What’s Ahead 
for Business,” gave a vivid and dra- 
matic plea for preparedness as he 
told the American people to go back 
to work and to work hard. 

Otto Hoefer, Charter Oak, Iowa, 
told dealers to get to know each 
other better so merchants in any 
town or region might provide better 
service. “Too often we are apt to 
criticize our competition when rela- 
tionships between ourselves as hard- 
ware dealers are not as they should 
be,” he told them. He told of cases 
he has had reported to him from 
various sections of the state that 
illustrate his point. 

Harry Fogleman, of Womelsdorf, 
Pa., who spoke on “Be Prepared by 
Repairing Your Ability Department,” 





P. R. JACOBSON 
Secretary-Treasurer 


urged the dealers to increase the 
ability of every employee and train 
him so that every department of even 
the smallest store function properly 
and efficiently. “There are four de- 
partments in every hardware store,” 


(Continued on page 146) 
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RIVETLESS SOCKET 
Scooms & Coal Shovels 


Another Exclusive “Ames” Improvement 










6 
AMES 
Since 


1774 


PARKERSBURG, W. VA. 


FEATURES: 


1—Smooth Socket..no sharp or rough edges. 
2—Less chance of handle breakage. 
3—Easy to rehandle. 
4—Handle securely fastened to shovel by a 
rivet at frog. 

5—Lower end of handle covered with metal 
cap which protects handle. 

Furnished in All Grades 


AMES” PRODUCTS 


SHOVELS... SPADES 
SCOOPS... FORKS 
HOES... RAKES 
POST HOLE DIGGERS 
AGRICULTURAL HANDLES 


AMES BALDWIN WYOMING CO. 


° NORTH EASTON, MASS. 
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Kawneer?” STORE FRONTS 








COUPON BRINGS ILLUSTRATED BOOKLET ON NEW STORE FRONTS 
| goer winete entree nig endgame maarniaaaati 


The Kawneer Company, Niles, Michigan HA-3 1 
Please send free copy of your new illustrated store front booklet. i 


NAME ADDRESS a eee 
ee ed 


MARCH 6, 1941 





CASH IN ON 


THE WORLD'S MOST 
EFFECTIVE 
SALES STIMULANT! 


Righf now’s the time to put a 
brand new Kawneer Store 
Front to work for you — hold- 
ing old customers, attracting 
new ones. Lots of them, too. 


The effect is really amazing — 
as thousands of successful mer- 
chants in every line will tell 
you. It’s an investment that 
pays spectacular dividends the 
first year, and every year for 
a long time to come. 


Write Kawneer today, for free 
illustrated store front booklet 
and facts on the superior 
Kawneer Store Front features 
that mean so much greater 
value for your money. 
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96%ExtraProfit 


dapted LAWN SEED | 


SELLING A 


Added Protit 
introduces: — 
The first 
ONT [ 
NEW — Displa 
— }, mot "* Ideas 
and expands: — 


The Lawn Guide 


A unique new device 
to antwer, in your 
store, customer's 
questions about rais- 
ing better wns. 
Write for details. 








The HAMMOND Line 


FOR STEADY, SURE PROFITS 





DEPENDABLE PRODUCTS ... 


SLUG SHOT, known for 66 years as the 
pioneer non-poisonous Insecticide, is still a 
**best seller’’ everywhere. The old, reliable 
HAMMOND Line has been broadened and 
improved to meet today's demands 


ATTRACTIVE MARK-UPS .. . 


Higher than for any other nationally adver 
tised line A real profit opportunity 


NATIONAL ADVERTISING... 


Our ads are appearing in Farm Papers, 
Florist Trade Journals, Garden Magazines 








and Sunday Newspapers—a total of nearly 
15,000,000 copies, from Coast to 
Coast 


m, CONSISTENT SALES... 


Hammond Products 
move rapidly — make 
the cash register jingle 
merrily. 













Write for Prices, 
Sample Dealer Aids, 
Electro Sheet and 
Full Particulars. 
HAMMOND 
Paint & Chemical Co. 


46 Ferry St. 
Beacon, N. Y. 
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William Moore, 
veteran treas- 
urer greets 
President 
Frank Hartge. 


Michigan Ass’n Condemns 
Trade Diversion 


HE Michigan Retail Hardware 
Association recently closed its 
four-day hardware and housewares 
show. Dealers from all over the state 
convened in Grand Rapids, Mich., 
Feb. 11 to 14 to attend the 47th an- 
nual convention and to view the new- 
est in household and hardware lines 
and to hear the speakers brought to 
the city by Manager H. A. Daschner. 
Doctor Alfred P. Haake, Chicago 
educator and economist of the Amer- 
ican Economic Foundation, was the 
principal speaker at the President’s 
luncheon Tuesday noon, Feb. 11, 
at the Pantlind. Also at the lunch- 
eon R. T. Davis of Adrian intro- 
duced the advisory board which con- 
sists of past-presidents of the asso- 
ciation. President Grant Smith of 
St. Clair gave an address and Hobart 
Thomas, the national representative 
from Indianapolis: talked on Spring 
Open House. 

Other convention speakers in- 
cluded John E. Bogan of New York, 
publicity and promotion representa- 
tive of the Association of Gas Applli- 
ances and Equipment Manufac- 
turers, who presented the XYZ’s of 
selling, Manager Daschner, who dis- 
cussed proposed and existing federal 
and state legislative activities, and 
Doctor Charles Anspach, president 
of Central State Teachers College, 
Mt. Pleasant, Mich., who gave a 
dynamic talk on preparing to be a 
better American. 

At the Thursday board meeting 
Frank Hartge of Detroit was elected 
president for the coming year to suc- 
ceed Grant Smith of St. Clair. Wil- 
liam Moore, also of Detroit, was re- 
elected treasurer for the 35th con- 


secutive year. The executive board 
is as follows: Term expiring in 
1943: G. L. Cassler, Benton Harbor; 
C. L. Goddeyne, Bay City; Charles 
Fowler, St. Johns; Arthur Hunt, 
Grand Rapids. Term expiring in 
1942: Fred Gartner, Wyandotte; 
Fred Taylor, Pickford; R. T. Davis, 
Adrian; Grant Smith, St. Clair. 
The entertainment was highlighted 
by a musical tea for the ladies fea- 
turing artists from the Michigan 
State College Music Department. 
Other parties included a “Gay 
Nineties” revue on Tuesday evening, 





H. A. DASCHNER 
Manager 


Dealer’s Night at the _ exhibit 
Wednesday evening and a unique 
cotillion party Thursday. 

The convention adopted the fol- 
lowing series of resolutions reaf- 
firming the association’s views in the 
process of democracy and its belief 
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Bowe and easy 
Se, » to sell... 


LOWER 
IN PRICE—TOO! 


Think of it! A lower retail price on the Clemson 
C-17 for 1941—without lowering margin for 
jobber or dealer—without any change in former 
quality—but with added new features. 

When you sell the Clemson Model C-17 you are 
selling a lawn machine which was newly de- 
signed from the ground for accurate, economical 
grass cutting and greater ease of handling. 

To its many time-proven exclusive Clemson 
features have been added a few refinements 
which again make the Clemson Lawn Machine 
your profit leader for 1941. 

Thousands of potential customers will see 
and read about the 1941 Clemson. It is to your 
advantage to make sure you sell the Model 

C-17. Write today for complete information. 











Show Customers How They Roll 


Demonstrate “ACME” Ball Bearing Casters,—show 
how smoothly “ACMES” roll in any direction. Then 
let the customer try it and,—a sale is made. Dealers 
everywhere use this method to sell more “ACMES.” 


Mt cin) ” 


BALL BEARING 


(ANS Rivest 


The ball bearing feature of “ACME” Casters makes 
moving furniture a pleasure on floors, rugs and carpets. 
Heavy furniture moves with ease. Here is the modern 
caster that appeals to every housewife who takes pride 


in her home. Demonstrate “ACMES” and increase 
your caster sales. 





THe ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 


OR ON PALM OF YOUR HAND 








MARCH 6, 1941 
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beffor FLUE STOPPERS 





And #3 Gems are a 


@ Because of outstanding appearance 
— attractive pictures lithographed 
on metal. 


@ Because picture is permanently 
locked to the blank. 


@ Because of the famous Gem folding 
wire fasteners—secured to the blank 
by sockets raised from the metal of 
the blank itself; no assembling oper- 
ations or loose parts involved. 


Ask your Wholesaler for #3 Gems, 
. or write us for reference. 


J. L. CLARK MANUFACTURING CO 


ROCKFORD. ILLINOIS 














A DISPLAY “NATURAL” 
FOR OPEN HOUSE 








FEATURE IRON GLUE—Nationally ad- 
vertised to millions in Life, Collier’s and 
Saturday Evening Post every month—and 
ready to give you real help in making a 
profitable tie-up with this advertising for 
National Hardware Open House. Iron 
Glue’s catchy, colorful cans top the field 
in eye-appeal. And Iron Glue has the hold- 
ing strength that every customer wants. 
Ask your jobber about Iron Glue’s display 
helps for Open Houge—or write today to: 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Md. 

In Canads address: 


McCormick & Co. (Canada) Ltd. 
Toronto, Ontario 








AN ELEPHANT FOR STRENGTH 
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that democracy may be greatly aided 
by a declaration of its views: 
National Defense: We believe that 
it be of paramount importance that 
our government be adequately pre- 
pared for any situations, seen or un- 
foreseen. This association pledges 
its complete support in assisting the 
government in any way possible in 
co-ordinating its work in the field of 
hardware retailing or its allied lines. 


Inflation: With the firm belief 
that sound business operations can 
only be accomplished on a pay as 
you go basis, this association is 
definitely opposed to inflationary 
measures and unwarranted price in- 
creases. Only by adhering to such 
a program can post-defense or post- 
war depression periods be averted. 


Taxation 


Taxation: All business men agree 
that reasonable taxation is essential 
to the continuance of good govern- 
ment. Unwise or excessive taxation 
is to be frowned upon because it re- 
tards re-employment and _ general 
business activity. By adjusting not 
the tax but its method of levy, larger 
sums may be obtained for necessary 
needs without an appreciably dis- 
rupting influence. 

Cooperation: It is the firm belief 
of this convention that government 
and business can work closer to- 
gether for the common good of all. 
We urge upon small business to 
adopt a reasonable understanding of 
the tremendous problems which are 
facing government and suggest that 
they cooperate to the fullest extént. 

Governmental Trade Diversion: In 
the belief that retailers are a neces- 
sary part of the distribution system 
and that they are essential to the 
future welfare and service of their 
communities, this convention em- 
phatically urges all Michigan Con- 
gressmen in Washington to discour- 
age present and future activities of 
the Rural Electrification Adminis- 
tration of the Department of Agri- 
culture to show and tell customers 
ways and means of developing the 
“Cooperative Group Purchase Pro- 
cedure” as explained in the Govern- 
ment sponsored publication Self 
Help. Further, it is the hope of this 
convention that all reputable manu- 
facturers, jobbers and distributors 
will take cognizance of this situa- 
tion and will refuse to aid in the de- 
struction of the retailer by engaging 
in competition with him. 

Trade Diversion: In the firm be- 
lief that the normal system of dis- 
tribution of goods is from manufac- 
turer, through jobber, through re- 


tailer to the consumer, this conven- 
tion goes on record as opposing any 
system which will interrupt this nor- 
mal flow. The system used by some 
manufacturers and jobbers to sell at 
wholesale prices direct to retail con- 
sumers will be deemed a direct viola- 
tion of this normal procedure. 

Fair Trade: In the firm belief that 
customers prefer to purchase known 
nationally-advertised brands of mer- 
chandise at known resale prices, we 
believe that consumer protection 
against unwarranted price increases 
can best be obtained by such manu- 
facturers as may choose to establish 
their prices in compliance with Act 
No. 50 of the Public Acts of 1937, 
the Fair Trade Enabling Act. Up to 
and within the legal scope of the 
law, the Michigan Association will, 
in every way possible, assist those 
who may care to comply. 





lowa Convention 


(Continued from page 142) 


he said, “the executive, the finance, 
production and selling fields, and no 
store is stronger than its weakest 
department. 

“What if there are 90,000 items in 
a modern hardware store?” he 
asked. “They can be reduced to four 
types, iron, steel, wool and fabric, 
and your salesmen can familiarize 
themselves with these sufficiently to 
create enthusiasm.” 

The convention passed a resolu- 


“tion opposing the “Pharmacy Bill” 


now before the State Legislature, 
which would limit sale of drug sun- 
dries to drug stores. The resolution 
said this would stop hardware and 
grocery dealers from selling such 
items as turpentine, baking powder 
and insecticides. Another resolution 
favored a bill providing that all 
checks shall clear the banks and 
clearing houses at par, without ser- 
vice charge and similar deductions. 

J. T. Kuempel, Guttenberg, Iowa, 
was elected president and Clarence 
E. Pedrick, Douds, Iowa, retiring 
president, was elected a member of 
the advisory board. C. U. Chicker- 
ing of Waterloo, was chosen vice- 
president and re-elected a director 
for a three-year term. William A. 
Broquist, Des Moines, was re-elected 
director and Robert L. Schloetfeldt 
was added to the board as a new 
member. Philip R. Jacobson, Mason 
City, was re-elected secretary-trea- 
surer. 

The annual hardware show in con- 
junction with the convention was 
held at the Coliseum and was closed 
to the general public. 
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Each CHORE GIRL SALE 








This little abrasive cleaner is one of the most 
profitable repeat items in your store today. For 
once a woman has used The CHORE GIRL 
she’ll never use any other abrasive cleaner! 

Advertised consistently in national and farm 
magazines. 

Order The CHORE GIRL from your jobber 
today. 2-dozen packed in attractive counter dis- 
play carton. 


METAL TEXTILE CORPORATION 
Orange, N. J. 








CAN OPENER 
COMBINATION 








Order No. 160-B.C. Vaughan’s Improved CAN OPENER 
COMBINATION ... BOTTLE OPENER... CORK SCREW 
... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 








3211-25 CARROLL AVE. CHICAGO, ILL. 


MARCH 6, 1941 





STAINLESS STEEL 


Wate 










The enduring attractive finish that never grows dull 
is as highly lauded by owners of Carlton Ware as its 
splendid cooking ability and marvelous ease of clean- 
ing. No other kitchen ware affords such complete 
satisfaction. For your customer: Lasting beauty and 
durability. For you: Steadily in-reasing business 
and a good profit on every sale. 


Ask your jobber 
The Carrollton Metal Products Co. 

















CARROLLTON, OHIO 





3 
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SPUR AUGER BITS 





OFTEN a man will buy a complete set of Russell Jennings 
Auger Bits instead of the single one he came in for—merely 
from being shown the sets pictured above. The top set is a 
hardwood, 3-compartment chest, obtainable with five dif- 
ferent size assortments. The canvas roll comes with 32!/2 
quarters only. Ask your jobber to include these profit makers 


in your next order. 


© The 
gy Vy, RUSSELL JENNINGS 
. a MFG. CO., 
Chester, Conn. A U G E R B { TS 
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Will the Cutter 
HOLD? 


Show him the clamping 
plate that holds the cutter 
Hold the bit sideways—so 
at the base of 
the dovetail he 
can see a step. It is this step 
that raises the plate into a lock- 
ing position, where the greatest 
pressure is exerted, to hold the 
cutter securely. 
ANOTHER CONN. VALLEY 

FEATURE MAKING GOOD 
WORK EASIER 















of tte con VALc 0” | 
Connecticut Valley Wie. Co. 


Incorporated /874 


F\TERBROOK COVIVECTICLT 








When a customer says, 
“9 want to buy some 


Botts!” 


Will you make a profitable sale 
or lose one? 


To serve your customers well, you need 
a complete assortment of Wrought Nut Eye 
Bolts on your shelves. 

Our standard line includes more than 
twenty sizes—will take care of most ordi- 
nary requirements. 

Carried in stock, Cadmium Plated or 
Plain, for immediate shipment. 

We also manufacture a complete line of 
Drop Forged Eye Bolts in all diameters 
from % to 1 inch and in all standard lengths. 





Order Daniel Eye Bolts from your job- 
ber. If he connot supply them, write 
us direct. Ask for Bulletin 525. 


EDWARD W. DANIEL CO. 
4063 St. Clair Ave., Cleveland Ohio 
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Arkansas Association 


Discusses Preparedness 


66 REPAREDNESS” was _ the 

general theme of the 41st an- 
ual convention of the Arkansas Re- 
tail Hardware and Implement Asso- 
ciation, Inc., held at the Hotel 
Marion, Little Rock, Ark., Feb. 11-12. 
Various speakers emphasized the 
fact that our country was becoming 
prepared for any eventuality. They 
also urged hardware dealers that it 
was necessary for them to prepare 
to meet new methods of merchan- 
dising, sales promotions, and the ap- 
pearance of their stores. 

President J. E. Young, of Walnut 
Ridge, called the meeting to order. 
He stated that the National Asso- 
ciation had been very active during 
the past year and said that hard- 
ware men had received many bene- 
fits from the efforts of the associa- 
tion. He urged all hardware dealers 
in the state to become members of 
the state association, come to the 
meetings, and cooperate with the 
state group. 

The principal speaker on Tuesday 
morning’s program was Chester E. 
Young, Fairview, Okla., member of 
the board of governors of the 
N.R.H.A. His subject was, “Be Pre- 
pared—to Advance With the Future 
of Hardware Retailing.” He stated 
that hardware dealers have had to 
make many changes in the past few 
years in order to stay in business. 
“The hardware dealer today has to 
be a specialist in many lines. No 
one can predict the changes in the 
next few years, but there will always 
be hardware stores.” 

George A. C. Woolley, Jr., general 
sales manager, Shapleigh Hardware 
Co., St. Louis Mo., told the dele- 
gates that the retail hardware dealer 
has the best opportunity now that he 
has ever had. He said the standard 
of living has been raised. He also 
stressed the importance of store ap- 
pearance, sales promotions, and 
necessary advertising. 

Charles T. Evans, of the Arkansas 
Power & Light Company, Little 
Rock, dwelt somewhat on the sub- 
ject of preparedness. He said that 
the electrical industry in this coun- 
try is better prepared today than 
ever. The oil industry is also thor- 
oughly prepared, he stated. He also 
explained the methods of co-opera- 
tion between his company and the 
hardware dealers in Arkansas. 

Paul M. Mulliken, executive sec- 


retary of the National Retail Farm 
Equipment Association, St. Louis, 
Mo., gave a very encouraging talk 
during the Tuesday afternoon ses- 





GEORGE E. TURNER 
Secretary 


sion. He said that the year 1940 was 
the best for retail farm equipment 
since 1929, and that this year was 
expected to be even better. 

A. C. Kammeier, manager of the 
store planning department, 
N.R.H.A., Indianapolis, Ind., said 
that “preparedness is the order of 
the day.” New plants are being con- 
structed, army camps are being set 
up, and more people are working. 
This, he explained, will naturally 
increase the retail hardware busi- 
ness. He also stressed the Spring 
Open House program. 

John F. H. Barbee, Stratton-War- 
ren Hardware Co., Memphis, Tenn., 
spoke on “Some Ideas on Modern 
Merchandising.” He explained mer- 
chandising methods of retail hard- 
ware dealers of years ago and those 
of today. He stressed the importance 
of dealers changing the displays in 
their windows at least once a week. 
He discarded the idea that chain 
stores had an advantage over the in- 
dependent dealer. The independent 
store owner he pointed out, is a 
home owner, a part of the community 
in which he lives. 

Laurence Hurley, Warren, was 
elected president; George Roys, 
Russellville, vice-president, and 
George Turner, Little Rock, was re- 
elected secretary. 
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AN 
ALL-AMERICAN 
LEADER 

© STYLE 
© QUALITY 


® PERFORMANCE 
© PRICE 





No. 7-41 FAUCET 


Lithographed patterns exclusive on 


ALL-AMERICAN. 


Added Sales appeal in this and other im- 
provements found only in this line. 


CATALOG ON REQUEST 


METAL INDUSTRIES, INC. 


Indianapolis, Ind. 











Bx] Selling 


Faster 











“Most profitable waterer we 
ever handled!" —say dealers 
and nurseries by hundreds! 
Outselling many others! Nurs- 
eries prefer it for their own 
watering! Proved by years of 
use. 

Improved principle of sending 
water deep into the soil by 
gentle seepage — backed by 3 
years of National Advertising 
—make it a big favorite. 

4 lengths, of special mildew- 
resistant canvas. Cellophane- 
wrapped. 


No. 0, 12’, 1% doz. to case 
No. 1, 18’, 1 doz. to case 
No. 2, 30’, 2 doz. to case 
No. 3, 50’, '% doz. to case This attractive display 
Nearly 400 jobbers carry com- packed in every case. 


plete stocks. ORDER YOURS Consumer folders avail- 
4Y¥! able on request. 


EARLY 
HASTINGS CANVAS & MFG. CO. Dept. H-31 Hasting, Nebr, 
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Don’t Delay Showing these New 





duet tare F LUORESCENT UNITS 


for Homes, Offices, Stores! 


The Ceiling type shown above is for Kitchen and 
can be installed by the housewife almost as easily 
as changing a bulb. This is true of all our num- 
bers. No rewiring—ready for immediate installa- 
tion. Provides daylight brightness. Big variety of beautiful 
designs, all finished in the Luxlite Baked White Enamel 
for Kitchen, Bathroom, Bedroom. Also for Stores and Offices. 


Send at once for Complete Catalog 








Be first to feature these modern, much-in-demand Adapter Type, 
Quick-Change Fluorescent Fixtures. Our new catalog helps you 
get a flying start on these steady, profitable sales. Send TODAY 
for your FREE copy. 


@Ask Also about Our Big Profit Deal on Standard Type Fixtures. 
Jobbers! Wire or write for catalog and discounts. 


THE FRANKELITE CO. 
2623 East 51st St., Cleveland, Ohio 








TYL-LYKE 


Builds Business 


Here’s how you can get your share of the building business. 
First, stock Continental TYL-LYKE—the modern steel roof- 
ing and siding. Second, put Continental’s Free Building Plan 
Service to work for you... it’s a sales building system that 
brings in the buyers. Remember, there are 15 popular styles 
of building sheets in the Continental line, and other sales 
leaders backed by other special campaigns. Find out about 
TYL-LYKE and this new merchandising plan today. Write— 
CONTINENTAL STEEL CORP., Kokomo, Indiana 


NTINENTAL 


STEEL PROOUCTS 


; ¥| 15 Types of Farm Fence, Pests, Gates, Barb Wire © 15 Styles of Stee! Reol- 
ing and Siding, and Fittings @ Nails, Staples, Lawn Fence, Wire Products 
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Here’s an Item 
that can make 


NATIONAL HARDWARE 
OPEN HOUSE WEEK 


Mean a Lot to You 






Pat. 
It's a Pend. 
proved 


profit maker 


The MASTERS 


“‘HANDI-CART”’ 


"Successor to the Wheelbarrow" 
Hardware dealers from coast to coast report 
amazing sales of the Handi-Cart during 
1940 It sella because it serves a need here 
tofore unfilled It ends stooping, shoveling, 


backache Frout edge tips down to take 
leaves, grass, trash, ete Scoops up sand 
gravel, rocks Sturdy, yet light and easy to 
handle Sheet metal body all-eteel axle, 
rubber tires Guaranteed It's a spring 
time money-maker. Order now Be ready to 
meet demand created by our national adver 
tising 


Two sizes: Retail Prices F.0.B. Chicago 


"4.2? | *G:5° 


Jobbers and Dealers Wanted 


Write for illustrated felder, discounts 
and other information. Do it now. 


MASTERS PLANTER CO. 


4029 West Lake Street, Chicago, Ill. 


Y¥NG BROS. 
PIPE WRENCHES | 


CHAIN TONGS 


Jaws are drop forged from special 
steel, heat treated, hardened, tempered 
and tested. Handles forged from high 
carbon steel have both stiffness and 
“spring.” 
Flat Link Chains have proven strength 
are proof-tested to 2/3 catalog 
strength (3,600 to 40,000 Ibs.). Design 
improvements: jaws have _ increased 
bearing on bar and forged-in chain 
spuides, large steel bolts, drop forged 
alloy steel shackle Better PIPE 
TOOLS The most complete line made 
and each an improved tool. 
Solid Stock and Dies Pipe Cutter 
Adjustable Dies and Knife Blade Cutter 
Stocks Wheels 
Reeeding Threaders Pipe Wrenches 
Hinged Pipe Vises Chain Tongs 
Write for new catalog 



























ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave.. Chicago, U.S.A. 
Eastern Warehouse and Sales: 

196 Lafayette St.. New York 
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New York Favors Merit 
Rating In Unemployment 
Insurance Payments 


Left to right: Sydney Atkinson, 


I ARDWARE dealers who ar- 

rived for the 39th annual con- 
vention of the New York State Re- 
tail Hardware Association, Feb. 11- 
14, 1941, at Rochester, N. Y., gave 
thought to nailing a plank in favor 
of merit rating in unemployment in- 
surance payments to their 1941 leg- 
islation platform. Emerging from a 
meeting of directors at the Hotel 
Seneca, N. H. Kiley of Syracuse, 
secretary, predicted the hardware 
men would again demand that the 
merit rating plan be incorporated in 
the state unemployment insurance 
law at this session of the Legislature. 
Disapproval of a retail sales tax also 
was sought during the first session 
Tuesday morning. 

Delivery of the annual report of 
Haydn L. Canfield of LeRoy, state 
president, cleared way for business 
as the four-day conclave opened. 
Mr. Canfield warned delegates that 
national defense needs would ham- 
per manufacturers in delivering 
some articles, especially tools, brass, 
steel and aluminum ware, wire nails 
and the like. Some merchandise can- 
not be filled in a year, he said. One 
effect of the defense needs drain on 
the general market will be an in- 
crease in prices, Mr. Canfield be- 
lieved. 

Walter M. Howlett of New York 
advised retailers not to try to com- 
pete with chain stores along chain 
store methods but to “capitalize on 
the advantages you have as inde- 
pendents.” 





Brooklyn, first vice-president; 
Haydn Canfield, Le Roy, retiring president; Harold S. Close, Middle- 
town, president, and N. H. Kiley, Syracuse, secretary. 


The reactions of the housewife in 
the kitchen were described by Helen 
A. Smith, home service department. 
Rochester Gas & Electric Corpora- 
tion. who urged the hardware men 
to learn about cooking practices in 
the interests of further appliance 
sales. 

Color and glass will be the domi- 
nant notes in that “dream house” 
you are building. The color will ex- 
tend even to the door hinges and the 
cupboard handles. The glass will 
form the sides and corners of the 
home, will be hung on the walls as 
tinted mirrors or will occupy a new 
role as “heat conditioned” windows. 
Such impressions were developed at 
the second session and from the an- 
nual hardware trade show in Con- 
vention Hall. 

New York State hardware men 
forsook business for pleasure 
Wednesday afternoon and Wednes- 
day night as the convention began 
to function in full swing. After a 
business session in the morning, the 
convention was adjourned to permit 
several social events, including a 
luncheon for officers and associate 
officers and committees; a card 
party for the ladies accompanying 
dealers, a tea for the ladies and a 
theater party. In the evening the 
associate members of State Retail 
Hardware Association staged a stag 
smoker at the Rochester Elks Club 
B.P.O.E. No. 24. 


(Continued on page 154) 
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The New Streamline 
“Simplex” Spring Butt-Hinge 


(No Hanging Strip 
er Required) 
Designed to har- 
monize with modern 
architectural require- 
ments, they are as 
modern as the newest 
Streamline train. 


They combine the 
beauty of modern de- 
sign with simplicity 
of application. 





Type BUT9001 


These and other features of proven ad- 
vantage give strong sales appeal. 


~-(CHICAGO)— 
SPRING HINGES 


LOOK FOR THE TRADE MARK 








Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U.S. A. 














—for your 
OPEN 
HOUSE 
Specials 


di xnir E 


Household No. 3 SHARPENER 


Double-Money-Back Guarantee on Every Carton. 





Counter Display Included with Every Dozen. 
A BIG 50¢ WORTH—AT 39¢ 

priced for selling May 1-10 at your regular 

profit margin. Ask your Jobber. 


Sensational OPEN HOUSE leader specially 
EDLUND CO., BURLINGTON, VT. 
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| And don't 


parks, 


| sizes: 18”, 24” and 30” 














Don’t Overlook The Larger Sizes 


While the 18” McGuire’s Bamboo Lawn Rake best 
serves the average home owner’s uses, most house- 
holders also need the 24” size for heavy duty, such as 
raking leaves, rubbish, etc. Suggest this larger size to 
them, it will usually sell another rake for you. 
























overlook the 
big 30” size 
for profes- 
sional gar- 
deners on 
large estates, 


eomste. a | /} F 
ihe 


— as 


STRENGTHS—> # 


a 


Variety of 
Sizes 


McGuire’s 
Lawn Rakes come in 3 


Bamboo 


—a size for every re- 
quirement. Constructed 
in America by skilled Amer- 



















ican workmen. Light, strong 
and extremely durable. Ask 
your Jobber. If he is not 
supplied, write to us. 


THE GEO. W. McGUIRE CO. 


WHITESTONE, LONG ISLAND, N. Y. 

























~ CORTLAND 


HARDWARE 
CLOTH 


8 MESH SIZES 
12° to 48° WIDTHS 


IN EVEN INCH WIDTHS 
100 FT. ROLLS 


STANDARD 
AND HEAVY 


STANDARD 


ONE QUALITY 


only the best, and that 
is assured by the Cort- 
land Label. Made from 
Open Hearth -appet 
Bearing Steel which RE 
SISTS RUST. 

Heavily galvanized by 
our own special process. 
This means Long, Hard 

ear —and a Pleasing 
Finish. Black metal strap 
holds roll firmly. EASY 
TO HANDLE. EASY 
TO DISPLAY. 


WICKWIRE BROTHERS. INC. 


Oo R K 


HEAVY 
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Left to right: C. E. Weber, president; R. S. Goffe, past president; H. S. Henley, past president; W. 

W. Hickman, first vice-president; H. C. Dobyns, past president; R. R. Smith, director; F. R. Murphy, 

advisory board; C. S. Springer, director; Chester E. Young, NRHA director; Charles F. Nelson, 
secretary-treasurer, and L. R. Duff, retiring president. 


Oklahoma Dealers Favor 
Unfair Sales Law 


FEXHE 38th annual convention of 

the Oklahoma Hardware and 
Implement Association, held at the 
Municipal Auditorium, Oklahoma 
City, Okla., Feb. 4-6, inclusive, en- 
dorsed the new chain store tax 
bill, H.R.1, and expressed its ap- 
proval of N.B. No. 14, the Oklahoma 
Unfair Sales Bill, designed to pre- 
vent below cost selling “for the 
purpose of destroying competition.” 
In conjunction with the convention, 
which had as its theme, “Be Pre- 
pared,” there was an exposition of 
hardware, housewares, appliances 
and implements at the Auditorium. 

The opening session was in the 
form of the president’s luncheon, 
held with members of the Junior 
Chamber of Commerce, in the Com- 
merce Exchange Building. William 
Gill, Jr., president, Junior Chamber 
of Commerce, extended a welcome 
to the hardware men, their families 
and guests. Dr. Kelly O’Neall, pas- 
tor, Crown Heights Christian Church, 
Oklahoma City, speaking on “The 
Fine Art of Getting Along With 
Other People,” said that the most 
important thing in life is our rela- 
tionship with other people. 

Paul M. Mulliken, St. Louis, Mo., 
executive secretary, National Retail 
Farm Equipment Association, said, 
in part, “Higher operating costs 
are seemingly inevitable and smart 
merchants will plan this year’s pro- 
gram with a full realization of that 
fact. This year will provide a splen- 
did opportunity for setting up of 
plans and policies that will make 
for easier sailing through the trying 
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times that we will surely have to 
face in the not too distant future. 
The business that is built upon an 
economical? sound plan will en- 
dure. The business that attempts to 
continue to operate without regard 
for modern methods will find it in- 
creasingly difficult to survive.” Mr. 
Mulliken outlined plans for manu- 
facturer, wholesaler and dealer to 
follow in defense of the independent 
hardware store. 


“Factors of Prosperity” 


The defense program entails pro- 
duction of equipment for 1,200,000 
men, M. O. Matthews, president, 
Oklahoma Portland Cement Co., 
Ada., Okla., and vice-president, Na- 
tional Association of Manufacturers, 
stated in an address on “Factors of 
Prosperity.” The program, he 
pointed out, will entail production 
of equipment for these men. We 
have nothing to fear, he held, as 
long as we keep our houses in or- 
der, a rule that must apply to any 
business. In manufacturing, in- 
creased freight rates, higher wages, 
etc., necessitated the finding of 
cheaper methods of production. 
Hardware dealers, he said, must 
learn to reduce the expense of sell- 
ing, and eliminate articles that do 
not have good turnover. 

The secretary was instructed to 
express the association’s sympathy 
to the family of the late H. M. Arm- 
strong, The University of Oklahoma, 
Norman, Okla., who was originally 
scheduled as the next speaker. Mr. 


Armstrong passed away prior to the 
convention. 

Hobart M. Thomas, N.R.H.A., 
spoke at both the Wednesday and 
Thursday sessions on the subject of 
National Hardware Open House. 

At the final session a skit, “Joe 
Brown’s Hardware Store,” showing 
how a hardware store should not be 
conducted, was presented by mem- 
bers of the sales staff of Remington 
Arms Co., Inc., and Peters Cartridge 
Division, Bridgeport, Conn. The in- 
troduction was by R. F. Rothrock, 
Memphis, Tenn., district sales man- 
ager for Remington, who pointed 
out the need for increasing store 
traffic with advertising and displays; 
modernizing stores to make them 
easy places in which to shop; mak- 
ing extra sales by suggesting related 
items and of taking advantage of 
every sales opportunity in stores. 
Henry P. Davis, Dardanelle, Ark., 
took the part of “Joe Brown,” Neal 
F. Henricks, Oklahoma City, Okla., 
took the part of Pete, the clerk and 
delivery boy, and the role of Bill 
Thomas, customer, was filled by 
Harry C. Shuttee, Tulsa, Okla. 

The Remington Arms Co., Inc., 
Bridgeport, Conn., then presented 
its sound motion picture, “One Man 
Listens,” showing the advantages of 
store modernization, the sale of re- 
lated items and the effective and 
proper use of sales helps provided 
by manufacturers in the form of 
circulars, display material, etc. 

There is a bill in Congress now, 
said Dr. J. M. Ashton, Oklahoma 
State Chamber of Commerce, Okla- 
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ONE-HAND MOWING 


is Easy to Sell 


. . . and only LAWN-BOY, 
product of the world-famed 
builder of Evinrude outboard 
motors, offers this great fea- 


ture of “one-hand” control! 
A sensational mower to demon- 
strate. Priced for volume selling—designed 
for the needs of the average size lawn. 
Backed by 10 years of successful perform- 
ance and popularity. 

Cuts 18” swaths, outworks 3 to 5 hand 
mowers. Mows a good sized lawn for 5c 
fuel cost. Quiet, easy-starting 4-cycle 
motor with handy lever-operated ratchet 
starter. Speed adjustable to anybody’s pace; 
adjustable cutting heights. Rubber tires. 


Write for dealer proposition today. 


EVINRUDE MOTORS 


1810 W. Hope Ave., Milwaukee, Wis. 









































Evinrude LAWN- 
BOY is built in two 
models to fit the 
most crowded or 
wide-open mowing 
condition. Model 
“D” retails for 
$110; Model “Ss” 
illustrated - $79.50 


WrIcHT FOQX PEN 


= NETTING 


The heavier grades of 
hexagonal netting 
are profitable 
items. WRIGHT 

high quality 

costs you 


no more 


GE WRIGHT wiee co 


WORCESTER: MASS. 


MARCH 6, 1941 














BOMMER 


SPRING HINCES 


ARE THE BEST 


The most useful and 
satisfactory spring 
hinges for general 
use. The location of 
the two springs of 
each hinge on oppo- 
site sides of the door 
reduces oscillation 
when closing. 











Double Action Standard 


Type Ne. 29 Button Tipe They permit the door 


to be opened all the 
way back to the wall if suitably hung. 


Supplied with Button Tips when specified. 


Bommer Spring Hinge Co. — Breokiyn, N.Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 














a4 eeiglll spring tooth 
rake) Is Still the Best 


Made, the Fastest Selling 
and Most Profitable! 


Sell ’em a rake ae 
they can use! has 24 carbon 


steel wire teeth 
with effective 
sweeping curve. Bet- 
/ ‘ ter construction through- 
¢ out. Green lacquer finish. 
NS Landscape gardener tested. 
Se Get clippings, leaves, refuse 
‘ without wrecking lawn. 
They can ‘‘broom-rake” 
all day without getting 
tired. 


Jobbers! 


List price, $6.00 doz. Regular dis- 
count. Full freight allowance on 25 
doz. Write or wire for our timely 
imprinted blotter deal—it “clicks” 
with retailers. Steel supplies are be- 
ing exhausted—we still have ample 
stock, but better get your orders in 
early ! 


STAMPIT CORPORATION 
BROOKFIELD, ILLINOIS 
Manufacturers of 


Metal Goods—Garden Tools—Toys 
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FAST-SELLING 


Another new MECHLING 
household product 


Trade Mark General Chemical Co. 


PAINT CLEANER 


Sells fast because it cleans so quickly! 
Convenient powder form. A balanced 
cleaner—for painted surfaces, dishes, 
silverware, laundry, general house- 
cleaning. 

saa yy hs 


Main Sales Office: 12 S. 12th St., Phila., Pa. 
Sales Offices in Principal Cities 






Distributed ite Distributor 





se 


A MECHLING PRODUCT —IT'S RELIABLE 














RIGHT IN SEASON 
FOR OPEN HOUSE 





GARDEN INSECTS and Open House 
come right at the same time. So give a 
choice display space to Red Arrow Garden 
Spray—nationally advertised in more mag- 
azines to more millions of home gardeners 
than any other garden insecticide. Ask your 
jobber for posters, leaflets and other selling 
helps. Or write now to: 

THE McCORMICK SALES CO. 

403 Light St. , Baltimore, Md. 
McCormick & Co. (Canada) Ltd., Toronto 


RED ARROW 


GARDEN SPRAY 
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homa City, Okla., to permit the 
increase of our national debt to 
$65,000,000,000. There is no plan 
for balancing the budget at the 
present time, he warned, and there 
is a bill now being considered to 
permit the United States to issue 
$3,000,000,000 in greenbacks. This 
would cause the purchasing power 
of dollars to decline and would re- 
sult in increased prices. Taxes, he 
warned, may go as high as 30 per 
cent in this country. He suggested 
no long commitments, recommended 
collections be as active as possible 
and that dealers keep as liquid and 
as simple a capital structure as pos- 
sible. 

The report of the resolutions com- 
mittee, Chester E. Young, Fairview, 
Okla., an N.R.H.A. director, chair- 
man, was accepted. Resolutions: 
endorsed H.R.1, the new chain store 
tax bill, pledged support to the de- 
fense program; protested unjustified 
price advances; protested permitting 
of rural electrification project mem- 
bers from purchasing appliances at 
prices less than other consumers; 
favored the Unfair Sales Act, de- 


signed to prevent loss leader selling 
and favoring passage of the pro- 
posed Itinerant Trucker Bill de- 
signed to regulate “gypsy” peddlers. 

L. R. Duff, Lawton, retiring presi- 
dent, was succeeded by C. E. Weber, 
Tahlequah. W. W. Hickman, Ponca 
City, was elected first vice-president 
and B. F. Harrover, Alva, second 
vice-president. Charles F. Nelson. 
Oklahoma City, was reelected sec- 
retary-treasurer. Directors are: W. 
W. Hickman, Ponca City; B. F. 
Harrover, Alva, C. A. Fahnestock, 
Okmulgee, R. R. Smith, Wakita, 
C. S. Springer, McAlester, J. E. 
West. Anadarko, and Matt Kulp, 
Duncan. Members of the executive 
committee are Messrs. Weber, Hick- 
man and Nelson. Members of the 
advisory board are: L. R. Duff, Law- 
ton; H. C. Dobyns, Stigler and 
F. R. Murphy, Foss. 

The annual banquet and dance 
and card party, sponsored by the 
Wholesalers and Manufacturers Divi- 
sion of the Oklahoma City Chamber 
of Commerce, was held Thursday 
evening, Feb. 6, in the Commerce 
Exchange Building. 





New York Convention 


(Continued from page 150) 


Speakers at the morning session 
were Charles R. Isaacs, Indianapolis, 
and J. A. Collier, New York, sales 
application supervisor for the West- 
inghouse Electric & Manufacturing 
Company. 

Urging that the expenditures re- 
sulting from the nation’s defense 
program be met as far as possible 
by “drastic economies elsewhere,” 
members of the New York State Re- 
tail Hardware Association pledged 
themselves to fight any unusual ad- 
vance in retail prices as an out- 
growth of the defense program. 

At the final session of its four-day 
convention, the group also adopted 
resolutions opposing shortening of 
hours for retail storeemployees under 
those now set for women workers, 
approving the principle of merit rat- 
ing in levying employers’ payments 
on unemployment insurance and op- 
posed the sales tax on retail pur- 
chases. 

Frank E. Pelton of Herkimer was 
elected treasurer of the organization 
for the 39th successive year. Other 
officers are: president, Harold Close, 
Middletown; first vice - president, 
Sydney H. Atkinson, Brooklyn; sec- 
ond vice-president, Franklin I. 
Green, Syracuse, and secretary, N. 
H. Kiley. Syracuse; directors George 


Waterhouse, Sr., Pittsford; Anthony 
Herrmann, Glendale; H. S. Carleton, 
Troy; Raph T. Wiles, Saranac Lake, 
and John Ewing Olean. 

Principal speaker at the final ses- 
sion was Dr. Alfred P. Haake of 
Chicago, who declared: “We should 
be happy and enthusiastic about liv- 
ing here in America, this great wide- 
open, free country where business 
can be independent. As indepen- 
dents we are free to do business and 
continue to do so.” 





TALK DIRECTLY TO ‘YOUR 
CUSTOMER WHEN EXPLAINING 
MERCHANDISE 





Dont let your gaze wander 
Give the Customer Your 
Unowioeo AtTention 
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THE RAYBESTOS DIVISION 


OF RAYBESTOS-MANHATTAN, INC. BRIDGEPORT, CONN. 














FORSTNER 
AUGER BITS 


“ALL-PURPOSE 
BORING TOOLS" 














Note that this bit is guided by a 
circular rim instead of a center 
spur — a feature which permits 
operation in any direction regard- 
less of grain or knots leaving a clean, 
polished peripheral surface and a 
smooth, flat-bottomed hole. Any arc of 

a circle can be bored with a Forstner 
Bit. Woodworkers find dozens of uses 
for this tool—find it handy for mor- 
tising, scalloping, pattern making, scroll 

work and for pe! other operations com- 
monly done with chisel, gouge, scroll saw or 
lathe tool. Include Forstner Bits in your tool 
line for profitable sales. Order through your 

jobber. If he cannot supply you write us direct. 
SIZES AVAILABLE: For machine use, 4“ to 
1%" by sixteenths, 114“ to 3” by eighths. For 


. gu 


hand use, 4“ to 1 4” by sixteenths. 


n id singly 
or in sets of 9. 11 or 17 bits each. 
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The SIMPLICITY of the 
“ORTHO” SPRAY Line 


ACCOUNTS FOR BIG SALES 
IN HARDWARE STORES 


Your customers may be confused over 
Reg. U.S Pa. Of. the many materials offered for insect 
and fungus control. That’s why you can sell them 
“ORTHO” Sprays—just a few items cover all spray 
needs. 

In addition to their sim- 
plicity and high effec- 
tiveness, ‘‘ORTHO”’ 
Sprays carry a standard 
discount to the trade. 
You know what you 
have to pay for them. 
You know that you can 
sell them. You know 
that this business car- 
ries a good profit. 
That’s why we say, you 
can assure yourself of 
more profit this year on 
sprays if you standard- 
ize on the “ORTHO” 
Line. Order a supply 
today. 






Place an 
order for the New 
“ORTHO” Rose 
Spray Kit. It’s the 
big news in sprays 
this year and a 

sure seller. 





CALIFORNIA SPRAY-CHEMICAL CORPORATION 


“The ORTHO Company” 


Richmond, Calif Elizabeth, N. J 








Who wouldn’t 
pay $25 more 












+ 
shise 
Look around you anywhere and you'll see plenty of 
garage doors that look like the horrible example at top. 
Show your trade that for only $25 more they can 
have Stanley “Roll-Up” . . . the finest garage door 
equipment. Show them how easy it is to operate. It’s 
simple to install and trouble-free for the life of the 
garage. Comes complete with doors and all hardware 
in convenient-to-handle unit. Described in Stanley 
Hardware Catalog No. 61, sent on request. The Stanley 
Works, New Britain, Connecticut. 


LS TAN LEY} 


TRADE MARK 


FOR CAREFREE 
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Nebraska Association 
Holds 40th Convention 


HE 4th anniversary of the 
Nebraska Retail Hardware As- 


sociation marked one of the most in- 
teresting conventions in the history 
of the association. Opening the con- 
vention with the President’s mes- 
sage, Henry Spalding of Chadron 





CLARENCE ZULAUF 
President 


traced the course of the association 
over a 40-year period and pointed 
out the great changes in store ap- 
pearance, merchandising and sales 
policies that have taken place dur- 
ing that time. 

R. J. “Bob” Leth, hardware dealer 
of Ida Grove, Iowa, discussed the 
future of hardware retailing from the 
standpoint of a merchant actually 
engaged in business. Glendon Hack- 
ney, editor of Hardware Retailer 
presented a preview of National 
Hardware Open House for 1941. A. 
W. Welch, sales manager of Denni- 
son Manufacturing Company, dem- 
onstrated window and store trims 
with the use of crepe paper. 

Opening the Wednesday morning 
session, Frank S. Johnson of Blish, 
Mize & Silliman, Atchison, Kan., 
discussed the market and _possibili- 
ties of liquefied petroleum gas. He 
pointed out the tremendous possi- 
bilities for sale of such systems in 
Nebraska with 121,000 farm homes 
in the state and only 16,000 of them 
wired for electricity. 

A. T. Atwill, president of Quaker 
Manufacturing Company of Chicago, 
one of the pioneers in the manufac- 
ture of oil-burning heating equip- 
ment, traced the development of oil- 
burning heaters and discussed the 
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possibilities for merchandising this 
equipment. 

Earle G. Reed, supervisor of agri- 
cultural and _ industrial develop- 
ment for the Union Pacific Railroad, 
talked of the importance of the in- 
dustrial use of farm products through 
science, and the effect it will have 
on an agricultural community. He 
pointed out that industry will come 
nearer to solving the present-day 
farm problems than all the farm 
legislation and _ subsidies, farm 
boards and programs put together. 
He illustrated his talk by showing 
chemurgic products made from po- 
tatoes, sage brush, grain sorghums 
and corn stalks. 

Following Mr. Reed’s talk, the 
DuPont film, “A New World 
Through Chemistry” was shown. 

On Thursday morning, W. Scott 
Long, Briggs & Stratton Corpora- 
tion, talked on “Selling Beyond the 
High Lines.” He brought out the 
fact that there are only two ways to 
sell—one is to do something dra- 
matic that brings customers into the 
store where they are exposed to the 
merchandise to be sold, or go out 
into the territory and expose the 
merchandise to the customer. The 
latter takes more effort, but less in- 
vestment and is much more produc- 
tive of results. 

The final speech of the convention 
was an inspiration to everyone in the 
audience. Dr. W. K. Pfeiler, German- 
born professor from the University 
of Nebraska, spoke on “The Privi- 
lege of American Citizenship.” 

In the executive session of the 
convention, resolutions were passed 





E. C. HERMANSON 
Secretary-Treasurer 


urging dealer-cooperation with Na- 
tional Hardware Open House; en- 
dorsing the measure H.R. 1, the Pat- 
man Bill for chain store legislation; 
pledging the support of the associa- 
tion to the National and State gov- 
ernments in the defense preparation 
made necessary by world conditions 
and urging the cooperation of the 
membership in a nation-wide attempt 
to resist the unjustifiable advance- 
ment of commodity prices. The 
final resolution protested the policy 
established by the Rural Electrifica- 





HENRY SPALDING 
Retiring President 


tion Department of the Department 
of Agriculture which presumes that 
members of rural electrification proj- 
ects should purchase appliances at 
from 20 to 30 per cent less than 
other consumers pay, and which en- 
courages these rural customers to 
eliminate the retailer and to make 
such purchases from wholesalers and 
manufacturers. 

Clarence Zulauf of Superior was 
elected president of the association; 
L. H. Johnson of Burwell and L. A. 
Thomas of Lincoln were chosen as 
vice-presidents, and Thomas G. Peck 
of Rushville as the new member of 
the board of directors. Harold Ross 
of Central City, William Young of 
Omaha and L. W. Hirsh of Lexing- 
ton were re-elected to the board. 
Edward C. Hermanson was re-elected 
to serve as secretary-treasurer. 

The 25-Year Club and past presi- 
dents’ luncheon was held on Tuesday 
noon, with Glenn E. Jennings pre- 
senting 25-year certificates to new 
members of the club. Tuesday night 
color-pictures of the Rose Parade 
and the Rose-Bowl Game were shown 
to a crowd that filled the ballroom of 
the Rome Hotel. The annual dance 
and “fun fest” was held on Wednes- 
day night. 
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Successful to use . . . because it has all of the 
essential elements needed for healthy plant growth 
is SAFE, CLEAN, and EASY to apply. 
Profitable to sell . . . because 
Milorganite is the kind of a fer- 
tilizer every gardener needs and 
wants ... for turf, flowers, trees, 
shrubs, and garden crops. You 
can recommend it with confidence. 
Conveniently packed in 25-, 50- 
and 100-lb. sift-proof bags, with 
full directions for use. Attractive 
literature and counter display ma- 
terial available for your use. 
Let us give you the name of our 
nearest distributor. 


THE SEWERAGE COMMISSION 
Dept. H-36, Milwaukee, Wisconsin 


LONG LASTING 
NON-BURNING 
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EASILY APPLIED 


























you may be stopping throughout America, or 

in the old world for that matter, ask your 

hotel manager what is THE hotel in Philadel- 

phia. Without a moment's hesitation be'll say 

BELLEVUE-STRATFORD 
IN PHILADELPHIA 


One of the Few Famous Hotels in America 
CLAUDE H. BENNETT, General Manager 
REASONABLE RATES 
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cORY 


COFFEE BREWER 


Brews delicious coffee (or 
tea) every time, untouched by 
metal. 11] patented and exclu- 
sive features. Complete equip- ’ 

ogg ae Funnel Hold- a iy 5 SP ene 
er, hinge ecanter Cover, —' ‘es } | 
Coffee Measure, CORY Glass \ SL 


Filter Rod. All CORY Elec- irae) 
tric Stoves are 2-heat. SAME MODEL FOR $349 
KITCHEN RANGE —s 


a 





<Free Souvenir for 


Your Open House 
—Liberal supply given with 


CORY Assortment 


Capacity 2 tablespoons (% oz.) 


Every woman wants this black bakelite cup. 
Handy for other things besides 


dry measure—1% oz. liquid measure. 
accurately measuring coffee. 

ASK YOUR JOBBER QUICK about how you get a FREE supply of these 
dandy measuring cups. This is hot! Will bring in crowds for your 
Open House. 


GLASS COFFEE BREWER CORP. 


325 No. Wells St. Chicago, Ill. 








WHAT A BUY! 
onty * J 825 For rHis ¥. H.P. 


SPEEDY S PRAYER 


This FREE DISPLAY 
does the selling! 





Here's a paint spraying outfit 
your customers will go for! 
Retailing at only $18.25 com- 
plete, without motor, it's the 
biggest spray value today! 
Ideal for craftsmen; painting 
around house and shop. 
Sprays paint, enamel, varnish, 
lacquer, insecticide, etc. 
Never needs lubrication. '/, 
H.P. Diaphragm Type. De- 
livers clean, oil-free air al- 
ways. 

There are big profits in selling 
and renting Speedy Sprayers. 
Get prices and Free Display 
offer by sending coupon now! 


secant ese eee Pee es eee Se SS Se eS ee 
W. R. BROWN CORPORATION Dept. 5-C 
5720 Armitage Ave., Chicago, Ill. 


riease send catalog and wholesale prices on Speedy Sprayers. Also details on 


Free Display. 
NAME ..... HEN Nika dda andes becadoaasacne 
ADDRESS STATE 


JOBBER’S NAME 














Ohio Dealers See Better 


Business— Heavier Taxes 


YOR the 47th annual convention 
and exhibition of the Ohio 
Hardware Association, held at Cleve- 
land, Feb. 18-21, the theme this year 
was “Be Prepared,” and practically 
all discussions were keyed to it. Ac- 
tive business was forecast for the 
ensuing year, with heavier tax bur- 
dens to support national defense. 
G. V. Britton of Akron was named 
president of the association. A. J. 





which seeks to correct the foregoing 
abuse. 

\ resolution supporting the prin- 
ciple of merit rating as included in 
the state’s unemployment insurance 
act since it was passed several years 
ago. This system has stabilized em- 
ployment and assured employment 
security to a substantial majority of 
employees. The resolution was 
passed because of a present legisla- 


Left to right: G. V. Britton, Akron, president; A. J. Gunsett, Van Wert, 
vice-president; John B. Conklin, Columbus, secretary-treasurer, and 
Robert Guyton, Fast Liverpool, retiring president. 


Gunsett of Van Wert was elected 
vice-president, and John B. Conklin 
was retained as secretary-treasurer. 
The retiring president, Robert Guy- 
ton of East Liverpool, automatically 
became a director. Three new direc- 
tors were named for three-year terms 
to replace those whose terms expire 
including S. W. Cohagan of Colum- 
bus, Carl E. Graeff of Dayton, and 
J. W. Bonifield, Sr., of Zanesville. 
The new directors are Henry B. 
Goldcamp of Ironton, M. O. Gregory 
of Granville, and Eldon Fruth of 
Fostoria. 

Several important resolutions were 
passed, as follows: 

A resolution supporting any pro- 
gram which seeks to minimize or 
suppress those practices which take 
business out of legitimate merchan- 
dising channels. The diversion of 
trade through so-called wholesale 
channels has been one of the con- 
tinuing menaces to legitimate retail 
distribution for some time. The 
resolution called for support of Bill 
No. 347 which was_ introduced 
by Representative Margaret A. 
Mahoney of Cuyahoga County and 
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tive threat to ‘the merit rating sec- 
tions of the Ohio Unemployment 
Compensation Act. 

A resolution opposing all bills 
pending in the Ohio legislature 
which would further restrict the full 
and free employment of men and wo- 
men in retail stores of the state. Some 
of these bills would greatly broaden 
the restrictions already imposed. 

A resolution protesting the policy 
established by the Rural Electrifica- 
tion Department of the Department 
of Agriculture which presumes that 
members of rural electrification 
projects should purchase appliances 
at from 20 per cent to 30 per cent 
less than other customers pay, and 
which encourages rural customers to 
eliminate the retailer and to make 
purchases of wholesalers and manu- 
facturers. 

A resolution pledging support to 
National Defense and calling for 
other economies of state and na- 
tional government to help offset the 
necessary expenditures of arming 
and equipping our forces. 

The convention opened at 10 a. m. 
on Tuesday, Feb. 18, with a presi- 





dent’s “brunch” and meeting in the 
Statler ballroom. In the annual 
president’s talk, Robert Guyton 


’ 


called attention to a “world afire,’ 
with the American way of life placed 
in jeopardy, necessitating our pres- 
ent defense project. The hardware 
trade, he said, will bear its share 
of the burden. 

Dr. Charles Copeland , Smith of 
Chicago, speaking on “The Future 
of America,” stated that in back of 
all the strikes holding up National 
Defense, the closed shop is the real 
cause. This is contrary to American 
freedom which must include free- 
dom of men to work as they please. 
The theory of the closed shop is a 
direct negation to life, liberty and 
the pursuit of happiness. The great 
danger in this present crisis is that, 
in our efforts to fight totalitarianism. 
we may lose our own freedom. 

Speaking before the Wednesday 
morning session, Hobart Thomas 
outlined the plans for the Spring 
Open House. 

Under the title, “Be Prepared to 
Meet Your Competition,” E. N. 
Kalthoff of East Detroit, Michigan, 
gave a meaty address on merchandis- 
ing. Mr. Kalthoff said it is neces- 
sary to keep a complete stock at all 
times and especially of fast-selling 
items. You must keep low-price mer- 
chandise, well displayed, to meet 
the competition of syndicate stores, 
but put your real selling efforts be- 
hind the better grades. 

Set your displays up well ahead of 
the season and think them through 
for planned effect. Have paint 
brushes on the traffic aisle as well 
as in the paint department, so that 
people who don’t buy paint at your 
store will buy brushes. Have low- 
price brushes for those who do odd- 
job painting, and expensive brushes 
for mechanics. Play up the ends and 
traffic aisles and keep changing dis- 
plays. Survey your store and make 
every square foot pay. Get your 
mouse traps out in the fall, and 
stock your snow shovels early. 

Let your customers know about 
specials, and when you have a price 
item be sure to card that price. In 
some cases independent store prices 
are under those of big syndicate 
stores, but the independent fails to 
take advantage of it. 

Be prepared to meet competition 
by having your store well lighted 
and clean. People are used to neat 
conditions in syndicate stores and 
you must equal them. Have clean 
merchandise, and get people to pick 

(Continued on page 162) 
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Factory Rebuilt 
FLOOR SANDER 


BARGAINS 





- oy PART: 
Sip é si nae REPLACED 
@ Special March sale of factory rebuilt floor sanders 
at low prices to clean up our stock. Practically new 
machines, since all worn parts have been replaced. 
Price range $50 to $100, choice of several popular 
makes. Write immediately for details. Put one of 


these factory rebuilt machines to work for you earning 
RENTAL PROFITS! 


Jae HILGER COMPANY 


703-33RD AVENUE ST. CLOUD, MINN 




















Our extensive line of ready te nail Horse, Mule, 
and Bronco shoes 


is growing in popularity. They 
fit the average horse without alterati 
feetly balanced an 


weld ealks. Nall heles are clean, correctly 
Seered. and spaced. Tough, strong, long wearing. 


— Write for information. — 





MARCH 6, 1941 





{SPECIAL ASSORTMENT 


For Nat'l Hdwe. 
Spring 
Open 


House 







Of World's Greatest . 
ROLLER SKATES 


| chICAGo™: SCOUT 
ELYIN Roller Skates 


Just what dealers have 
asked for—a special on 
“CHICAGOS” — limited 
for Spring ous — 
Promotion. e best 
Roller Skate deal ever of- Noiseless Rubber Tires 
fered the trade—1 doz. as- 
sortment, all profit makers. 
Retails $22.75, Your Cost 
| $15.20, Your Margin $7.55. 
Packed in carton with dis- 
play card & window stick- 
ers in blue, green & red 
colors. 


Write us today for facts. 
Order from your Jobber. 


CHICAGO ROLLER SKATE CO. 


World's Greatest Roller Skates for Over 40 Years 

















4456 WEST LAKE STREET lod ilew \clommia al, [eln) 








UNION 4.4- Line 


CLOTHES DRYER 
“A 50-Foot Line” 














By the Mfrs, 
of the Popular 
ZIPPER-TOP 

Rubbish Burners 





The new Multi-Line dryer (H W 1229) is made of hard steel wire, 








electrically T-welded at every joint. Bright Kromolite finish. 
Guaranteed not to rust, tarnish or mark garments. Collapsed it 
is 24” x 36” high by only 7” deep. 


UNION STEEL PRODUCTS CO. '%* “siti, *%act: 
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Connecticut Association 
Favors Chain Store Tax 





Front row—Ben Kreiger, Shelton; Charles Freeman, Branford, secre- 

tary; John Le Claire, Jewett City; Joseph L. Palmer, Wallingford, 

president, and Lester Hayward, Middletown, first vice-president. Second 

row—Wnm. Clinton Welch, Westport; Fred Blish, Jr., Manchester, trea- 

surer; Fred Hall, Canaan, and William B. Welden, Simsbury, second 
vice-president. 


N the final session of the 38th 
annual convention of the Con- 
necticut Hardware Association, held 
Feb. 19-20, at the Hotel Stratfield, 
Bridgeport, Conn., the organization 
went on record as favoring H.R.1. 
the new chain store tax bill. Retail 
merchandising and management 
problems and National Hardware 
Spring Open House were the chief 
topics discussed. 

Greetings from the City of Bridge- 
port were delivered by Mayor Jasper 
McLevy. Joseph L. Palmer, Walling- 
ford, president, Connecticut Hard- 
ware Association, reviewed Con- 
necticut association and N.H.R.A. 
activities and summarized the Con- 
gress of the latter group held last 
July in New York City. “Business 
is on the upward trend,” he said, 
“and I believe that the aggressive 
merchant will make the most of it 
as well as make plans for the time 
when the period of readjustment 
comes, as it is bound to after a 
period of good business.” He recom- 
mended that dealers conduct busi- 
ness on a normal basis, without buy- 
ing in excess yet keep stocks 
adequate. 

Reports by Fred Blish, Jr., Man- 
chester, treasurer, and Charles Free- 
man, Branford, secretary, and the 
auditor’s report were also read at 
the opening meeting. Mr. Freeman 
commented on the evils of consumer 
purchases at wholesale prices, point- 
ing out that it is important that 
dealers, in one line, refrain from 
sending consumers, wanting other 
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lines, to wholesale outlets. Such 
practices, he said, help educate the 
public to try to seek wholesale pur- 
chases for all types of merchandise. 

“One Man Listens,” the sound 
motion picture offered by Reming- 
ton Arms Co., Inc., and Peters Car- 
tridge Division, Bridgeport, Conn., 
was exhibited, following introduc- 
tory remarks by A. L. French, 
representative of the sponsoring 
companies. Mr. French outlined, 
briefly, the changes made in the 
merchandising of hardware and al- 
lied lines in recent years. The pic- 
ture showed the success of a dealer 
who modernized his store, pushed 
related item sales, used dealer helps 
offered by manufacturers, and made 
outside calls to get business on 
larger units of sale. 


Small Appliances 


S. M. Ford, sales manager, small 
appliance division, General Electric 
Co., Bridgeport, Conn., speaking on 
“A Short Cut To Merchandising 
Small Appliances” said that after 
all electric appliances are electrified 
hardware. Small appliances-can be 
sold to casual shoppers visiting a 
store to buy other items as well as 
to those shoppers definitely visiting 
a store to buy small appliances. 
People buying electrical appliances 
are looking for safety, economy and 
maximum convenience and they pre- 
fer to buy deluxe items. Almost as 
many $16.00 toasters are sold as 
those in lower price brackets and 


more irons are sold at $7.95 and 
$8.95 than at $1.95 and $2.95. To 
sell more appliances dealers were 
urged to display attractively; group 
and identify standard items; offer 
wide varieties of items; display so 
as to invite purchase, with merchan- 
dise where customers can see it and 
to know four definite things about 
each item offered. 

Lester M. Lindblow, Hardware Mu- 
tual Casualty Co.; Harry Ahlquist, 
manager, New England Department, 
Federated Hardware Mutuals; and 
Kenneth A. Heale, associate editor, 
Harpware Ace, New York City, 
were introduced. National Hardware 
Spring Open House, May 1-10, its 
purposes and plan were discussed 
by Kenneth Ford, Hardware Re- 
tailer. 

Merchants must assure customers 
of adequate stocks at prices they 
can afford to pay, T. L. Blanke, man- 
ager, merchandising division, Na- 
tional Retail Dry Goods Association, 
New York City, declared, in an ad- 
dress on “Problems of Retail Man- 
agement During 1941.” He urged 
dealers to refrain from scare adver- 
tising and to turn their backs on 
speculative buying. Closely observe, 
he said, the buying habits of your 
customers, adding new lines and 
dropping others in line with cus- 
tomer demands. 


Nutmeggers Meet 


That evening more than 300 hard- 
waremen attended the annual stag 
party of The Nutmeggers which is 
held each year at the time of the 
Connecticut convention. 

Secretary Freeman read a résumé 
of the report of a professional shop- 
per, who called on 109 hardware 
stores, operated by members. The 
report urged the use of attractive 
displays featuring quality, rather 
than quantity, shown in clean win- 
dows. The woman, who made the 
survey, suggested, in her report, that 
all dealers have well lighted, prop- 
erly ventilated stores, with men’s 
and women’s lines segregated. In- 
cluded in the suggestions was the 
interesting comment, “Don’t try to 
sell a woman anything, let her buy 
and help her buy.” A dutch treat 
luncheon was held at noon, at which 
time Hugh Shields, humorist and 
philosopher, said that as long as we 
hold as our ideals men like Wash- 
ington and Lincoln there isn’t much 
to fear in America. Security comes 
only through the character and 
ideals of the people. 

“Exterior Paint Coatings” was 
discussed by Elmer K. Kroepel, 
chief chemist, Carpenter-Morton 
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Popular Mitre Kits 
Selling Like “Hot Cakes”! 


You'd be surprised how fast these low priced, quality Mitre Kits 
are moving off hardware counters. Home craftsmen examine them, 
observe that they can easily and accurately cut any angle with the 
adjustable, locking angle index. This self-demonstration sells 
them. Try a dozen Mitre Kits. Display a couple and you're sure 
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Patented 





to move them in a few days’ time. 


THE BAKER MecMILLEN CO., 135 E. Miller Ave., Akron, Ohio 


sight 


Write us for wholesale prices. 





FREE! 


This Beautiful 
Modernistic 
DISPLAY CASE 


with order for only 
12 Best Selling 


MARBLES 
OUTER'S KNIVES 


Case measures 15” x 11%” x 
6%”. Fully enclosed metal 
and double strength glass. 
Finished in attractive deep- 
tone shade of tan. Projecting 
center panel in grained wood effect, edged with two chromium stripes. Knife 
handles held in clips attached to folding tray . easily removed for 
selling. Rear compartment for storage. Protects stock from dust and theft. 
Retail value of 12 knives, $24.60. Cost you $16.49, and you get this 
new, modernistic Display Case FREE. 


Ask your Jobber, or write direct, giving Jobber’s name. 


MARBLE ARMS & MFG. CO., 540 Delta Ave., Gladstone, Mich., U. S. A. 














ASK YOUR JOBBER 


TO GIVE YOU COMPLETE INFORMATION ABOUT 


FLETCHER “GOLD TIPS” 


THE "BETTER" GLASS CUTTERS 


the new 
customers. 





contain 
your 


now 
satisfy 


These cutters, as you know, 
Duo-Ground Wheels. They 
Every cutter is guaranteed. 


THE FLETCHER TERRY CO., FORESTVILLE, CONN. 











EVERYDAY IS 


Bargain Day 
FOR YOUR 
RUBYFLUID CUSTOMERS 


Sell your soldering flux, paste 
and core solder customers 
RUBYFLUID and you sell them 
a bargain in satisfaction. Ruby- 
fluid is easy to use and builds 
good-will for you. Comes in 
handy size packages in eye- 
catching counter display car- 
tons. A real profit maker. 


Ask your jobber or write to 


Ruby Chemical Co. 


58 McDowell St., Columbus, O. 






For dering 
_ ACID CORE SOLDER 





TESTED And DATED 


Will bring you more satisfied customers and more 
repeat sales. 


Order a Display Case of Page's 
Seed Packets on our 
SALE AND RETURN CONTRACT 
Page’s Field, Vegetable, and Flower seeds, Onion 
PA-SE-CO Brand Seed Corn are all selected and tested, 
highest quality. 
Write today for Free Garden Guide 
1941. 


sets, and 
and of the 


and Wholesale Price List for 
“At Your Service Since 1896” 


THE PAGE SEED COMPANY 


P.O. BOX B-3 GREENE, N. Y. 





Imperial provides effective calf and 
cow weaners in any size, in any style 
pe at prices that please customers. 
You'll find it most economical to buy 
all of your weaners from a single, 











Humane 
Halter 












"i 


Picture Hangers 
and 


Cord Display 


This attention compelling 
display stand sells TATE 
Picture Hangers and Pic- 
ture Cord as soon as 
shown. We also have a 
similar display of 10 ct. 
Wire Assortments—galvd. 
and copper. Send for Cir- 
culars and Prices. 






E. H. TATE CO., Boston, Mass. 
Sales Offices also In: 
Chicago New York Los Angel 











Sure Cure Weaners-one bigline that always makes money 


Imperial Bit and Snap Company . 











THE STYLE 
SENSATION of 1941 





—the culmination of over 64 years 
experience in the building of fine 
bicycles. 

Write today for details of Ameri- 
ca’s most popular, fastest selling 
line of bicycles. 

THE WESTFIELD 
MANUFACTURING COMPANY 
Westfield, Mass., U. S. A. 

















res onsible source with the leading 
maker’s name behind them. Hundreds 
of leading dealers everywhere, do 
Specify Imperial weaners on orders 
to your jobber. They cost no more. 


Racine, Wisconsin 











Pronged 
Thistle 
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A LOW PRICE 
Quality 
. Scale 


WITH 


| INDIVIDUALLY 
> | CALIBRATED 


SPRINGS 





snes 











HAVE SATISFIED CUSTOMERS. 
GIVE THEM QUALITY AT A LOW 
PRICK. CHATILLON SCALES 
HAVE HEAT.TREATIO SPECIAL 
ALLOYED STEEL SPRINGS THAT 
HAVE BEEN INDIVIDUALLY CALI. 
BRATED THEY ARE MORE 
ACCURATE. THEY LAST LONGER. 


See. Your Jobber 
JOHN CHATILLON & SONS 


TO 93 CLIFF STREET 





NEW YORK.N.Y 





IMPROVES stove performance, ignit- 
ing quickly. 

BETTER combustion economizes on 
fuel. 

WIRE-CORED yarn preserves burning 
edge. 

EXTINGUISHES quickly, eliminating 
odor. 

CARBON deposit readily wiped off. 
ECONOMICAL because longer-last- 
ing. 

FAST seller because of its novelty. 


Order from your jobber. 


NOU es c N 


RAYBESTOS-MANHATITAN, INC. 


MANHEIM FA NORTH CHARBLEST NS 
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Co., Boston, Mass., who outlined 
changes in paint formulas. He 
showed screen slides of various types 
of paint failures. Moisture is, he 
said, one of the chief causes of paint 
failure with more than half of the 
houses in the northeastern part of 
United States showing evidences of 
paint failure caused by moisture. 

Talking on “Modernized Mer- 
chandising of Flashlights and Bat- 
teries,” G. H. Barber, New York 
City, Northeastern Division Man- 
ager, Ray-O-Vac Co., Madison, Wis., 
showed display units offered by his 
company for various types of flash- 
lights and batteries. He said, in 
part, “It is our opinion that the old 
day of high pressure selling is defi- 
nitely over—that it is the job of 
the manufacturer to continually ad- 
vance and to keep fresh before you 
new ideas to meet the ever present 
customer acceptance, for the new. 
the more attractive, the better. And 
having performed this part of his 
job, say, to perfection—it is still the 
duty of the manufacturer to devise 
a sales or merchandising method o1 
vehicle which will automatically 
create sales for you. The public 
won’t beat its way to your door— 
we all know that. The manufacturer 
who throws merchandise at you be- 
fore he himself knows what it will do 
for you and how to give it to you, 
with sales assured, still believes in 
the mouse trap theory—or Santa 
Claus.” He pointed out three basic 
principles of selling: 1. complete 
services to the customer, 2. visibility 
of product, 3. compactness of dis- 
play. 


The resolutions committee report, 
C. G. Lindquist, Bridgeport, chair- 
man, was accepted. The association 
favored passage of H.R.1, the new 
chain store tax bill; pledged sup- 
port of the national defense pro- 
gram and resistance to unjustified 
price advances; protested R.E.A. 
sales, to members, of appliances at 
lower prices than other consumers 
pay, and endorsed the shopper’s re- 
port. The suggestions committee 
recommended: manufacturers con- 
sider placing shells and ammunition 
under Fair Trade contracts; voiced 
its opposition to a state 40-hour 
wage law affecting the retail trade 
and offered cooperation to help re- 
store a strong national small busi- 
ness economy. 

Joseph L. Palmer, Wallingford, 
was reelected president. Lester Hay- 
ward, Middletown, was reelected 
first vice-president and William B. 
Welden, Simsbury, was elected sec- 
ond vice-president. Fred Blish, Jr., 
Manchester, treasurer, and Charles 
Freeman, Branford, secretary, were 
reelected. New members of the 
board of directors are: Arthur 
Fischer, W. Hartford; Charles 
Bacon, Middletown; Ned Russell, 
Southport, and Fred Hall, Canaan. 
Roger Silliman, New Canaan, was 
elected a director to succeed Wil- 
liam B. Welden, Simsbury, the new 
second vice-president. Other direc- 
tors are: Fred Wilcox, New Haven; 
Robert Seaman, Manchester; John 
Le Claire, Jewett City; C. Eugene 
Saunders, Norwich; Wm. Clinton 
Welch, Westport; James Hurst, 
Meriden, and Ben Kreiger, Shelton. 





Ohio Convention 


) (Continued from page 158) 


it up because then it is half sold. 
Remember, in pricing items, that 
those costing 7 cents or 8 cents 
are 10-cent items and must be sold 
as such because the public is used 
to getting that price in the 5 and 10 
cent stores. Better mark-ups can be 
secured in other brackets. If the 
5 and 10 items are too high, cus- 
tomers will buy elsewhere next time. 
Take it on the chin and try to sell 
them something else. 

Where sizes and types are com- 
mon, like the 10-quart galvanized 
pail, you can’t make much, but you 
can get a good profit on the 14-quart 
size. Don’t put out shop-worn mer- 
chandise unless it is so marked. Get 
out the slow selling items and re- 
place with fast movers. If the syn- 
dicate store has an item you can’t 
compete with, discontinue it but put 


something in its place. The hard- 
ware store is definitely not going out 
of business although competition 
will require better displays and bet- 
ter merchandising. 

At the Thursday morning session, 
C. E. Dittmer of the Ohio Council 
of Retail Merchants, called attention 
to the fact that at least 200 bills. 
up for hearing in the Ohio legisla- 
ture, have a bearing on business in 
one way or another. Some have to 
do with taxes and some with restric- 
tions. 

W. Neal Gallagher, president, 
American Washer & Ironer Manu- 
facturers Association, and president, 
Automatic Washer Co., Newton, 
Iowa, pointed to the vast washer and 
ironer market in which 1940 sales 
amounted to $123,000,000. A résumé 
of his talk appears on page 96. 
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World’s Standard for Half a Century 


SAND’S LEVELS 


TELL THE TRUTH 


SAND'S-STEVENS 


SURFACE AND LINE 
SAND’S LEVEL & TOOL CO. 


CARPENTERS’ WOOD 
AND ALUMINUM 


TILE SETTERS’ WOOD 
AND ALUMINUM 


8631 Gratiot Ave. Detroit, Mich. 





“FACTORY 


WRITE 





BUILT-IN ACCURACY” 








FOR CATALOG 











JOIN THE RANKS 


of Satisfied Customers 
who say... 
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Smeets 
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PP Siiled fr beaity ... made lo lat 


D. P. HARRIS HOW. & MFG. COMPANY, INC. 
ROLLFAST BUILDING + NEW YORK N Y 


PROFESSIONAL USERS 
DEMAND QUALITY- - - 


Sell Hair Clippers that Profit 


You and Your Customers - - - 


Write for Catalog 


BROWN & SHARPE MFG. CO. 
Providence, R. L, U. S. A. 


BROWN & SHARPE 


eee eee 















































“FEATURE KEES 


SCREEN CORNER BRACES 


FOR SPRING" 





@ Always in de- 
mand for both 
new and old 
screens and other 
frames. Form 
rigid joints with- 
~ out mortising 
Get Free Sample 
and Catalog now! 


F. D. KEES MANUFACTURING COMPANY 
Box K-40 (Est. 1874) Beatrice, Nebraska 
Distributed Thru The Hardware Trade 











hel a 
{ae ep a 
3 MANES’. { 
World's Largest Level Plant of its kind 


Best by Test Since 1896 


Vit 


MAYES BROS TOOL MFG. CO Port Austin, Mich. US.A 








“Hobby” Customers Prefer 
Chrome Plated Torches 


Satisfy your “hobby shop" custom- 
ers’ desires for "above average” tools 
with C & L chrome-plated Torch No. 
158A, shown here. 

C & L Torches are “better than aver- 
age” in many respects. Sturdy con- 
struction and appearance give cus- 
tomers confidence when buying, satis- 
faction when using. 


So ask your jobber-salesman for 
C & L Torches. - 


CLAYTON & LAMBERT 
MFG. CO., Detroit, Mich. 
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GOOD WORKMEN CHOOSE... EMPIRE gas oS -.--GOOD RETAILERS STOCK THEM! 


EMPIRE LEVEL MFG. COMPANY 


MARCH 6, 1941 





719 SOUTH SIXTH ST. MILWAUKEE, WISCONSIN 
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EYE APPEAL 
Legislative Problems and 


Selling Minnesota Topics 





and SALES APPEAL too! 
with 


Ideal CABINETS 


The beauty of Ideal medicine cabinets ap- 
peal to women and because they have the 
final word in deciding upon bathroom fix- 
tures, Ideal has designed its line of medicine 
cabinets to catch the women’s eye. You too 
can profit by the beauty of Ideal cabinets 





Left to right: J. A. Moren, president; F. C. Larson, retiring 
president, and C. J. Christopher, manager-treasurer. 


, = 


to suit any building budget. 
Price of cabinet shown...... 


sell the line that has sales ap- 

peal for her. Prices and styien $5.70 
LIST 

WRITE FOR NEW 1941 CATALOGUE 


IDEAL CABINET CORP. 


8841 Central Avenue, Detroit, Michigan 








TROY—BEST 
File Handles 

wan fomene Rigid 

PATENTEO™8 Wak Metal to 

. y e : al 

aT p, 

(Patented), assures better workmanship 

and safety to user. A favorite for over 

years. 


TROY FILE WORKS 


Troy, Est. 1831. N. Y. 














ROCHESTER ADIOSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
profit in handling 
them. 





Write fur prices. 


Rechester Sash Balance Co., ine. 
Rechester, N. Y. 























ON MAT CO. 
LYN. NEW YORK 
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EGISLATIVE problems, more 
effective retail selling and the 
future of the hardware business 
were key topics discussed at the 
45th annual convention of the Min- 
nesota Retail Hardware Association 
held Feb. 18-21, 1941, at St. Paul, 
Minn. Other important subjects also 
discussed were R.E.A. competition 
and the business outlook under the 
preparedness program. The four- 
day meeting began with a breakfast 
at the Hotel Lowery but all other 
sessions were held in Stem Hall in 
the St. Paul Auditorium. 

J. A. Moren, St. Paul, was elected 
president at the final session to suc- 
ceed F. C. Larson, Warren, who be- 
came a member of the advisory 
board. L. A. Luedtke, Fairmont, was 
elected vice-president and Phil An- 
derson, Staples, became the new 
member of the executive board. 
Other members of the executive 
board are C. A. Peick, Slayton; R. 
M. Stevenson, Minneapolis, and 
George H. Herreid, Deer River. The 
advisory board for the year, in addi- 
tion to Mr. Larson, is composed of 
Ebert Johnson, St. Cloud, and A. J. 
Rynda, New Prague, Minn. 

The convention adopted resolu- 
tions suggesting the following action 
on current legislation and trade 
problems: recommended passage of 
state trade diversion bills; endorsed 
state chain store and mail order tax 
bills; urged passage of amendments 
to state unfair practice act; pro- 
tested any change in present state 
garnishment laws; and vigorously 
opposed sales tax legislation of any 
kind. Passage of the Patman Na- 
tional chain store tax bill was recom- 


mended, all actions to repeal the 
Federal Tydings-Miller Law were 
opposed, and government subsidized 
competition as developing in R.E.A. 
was condemned, by the convention. 
A resolution calling major appli- 
ance manufacturers’ attention to the 
detrimental effects of indiscriminate 
franchising of dealers, decreased 
gross margins, and private brand 
competition was also passed. 

Senator Herreid, hardware dealer, 
and a member of the State Legisla- 
ture, introduced at the opening ses- 
sion of the convention several mem- 
bers of the Legislature who spoke 
briefly on the status of various bills 
of interest to the group. 

President Larson in his address 
pointed out some of the problems 
that dealers must face due to chang- 
ing conditions brought about by 
increased defense activities. He 
warned dealers not to speculate but 
to start now to prepare for the end 
of the war and the repercussions 
that are sure to follow. 


Light Conditioning 


H. F. Barnes, manager, advertis- 
ing and sales promotion, Lamp De- 
partment, General Electric Co., Nela 
Park, Cleveland, Ohio, told the 
group to sell light conditioning. He 
pointed out that every homeowner 
is a potential prospect for better 
lighting and that more than 2,000,- 
000 people are buying lamps in re- 
tail stores every day. These people 
should spend as much as $75.00 to 
properly modernize the lighting of 
their homes. He told dealers to do 
three things to increase sales of 
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QUALITY FOR SIXTY YEARS 





ICKORY HA 


Made from choice Tennessee hickory. 
WILLIAM H. COLEMAN CO. 


os 


Jackson, Tennessee 








BARR TOYS 


AND TRENDS OF THE DAY 


TREND NO. !—The current wave of patriotism 
is definite assurance of heavy purchases of 
BARR'S new Stars and Stripes ball by your cus- 
tomers. 

TREND NO. 2—Hardware stores are increas- 
ingly realizing the advantages of year around 
toy departments. Barr has arranged a special 
selection of beautiful rubber balls as a deal 
which includes a compact display vendor, free 
of charge, with each unit. A finer means of es- 
tablishing permanent toy departments does not 
exist. 


Write Dept. L-3 for complete information. 


WORLD'S LARGEST MANUFACTURER OF RUBBER TOYS 


THE BARR RUBBER PRODUCTS COMPANY 
d ena 


Sandusky, 





1941 Models 


break electric 


roaster sales records in 
thousands of stores. Ev erhot’s 
new Clock-Timer in the cabinct stops 


Everhot’s feather- 


touch cover lifter strikingly illustrates engi- 
trim, two-tone bodies sparkle with modern, 


eiectric roaster line of the year. Order from 


neering superiority. White bakelite, chrome 
original eye-appeal. Here’s the outstanding 


shoppers, induces sales. 





THE SWARTZBAUGH MFG. CO., TOLEDO, OHIO 


your distributor today. 





Sales Agents: The Fobrac Co., 9 Rockefeller Plaza, N. 
Huddart & Baker, 923 Monadnock Bidg., San Francisco, Cal. 


NDLES-— E 


Graded up to a standard, not down to a price. 





Y. 

















starting at $6.95. 


NEW 1941 SPARTON 


STING-RAY 


Electric Fence Controllers 


Now fully tested and approved by 
Underwriters’ Laboratory, Inc.* 


Models for every purpose and type of current, operating 
on 110-V, AC or battery current. Fully approved by the 
Wisconsin Industrial Commission and Oregon Department 
of Labor. Model SR-C-1, illustrated, is combination oper- 
ating from either “high line” or batteries. 


Retail prices 
* Battery-Operated Models. 





A Few Distributor- 
ships and Dealer- 
ships Still Open. 
Write Today for 
Details. 


THE SPARKS-WITHINGTON COMPANY, Jackson, Michigan 
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FISH LANDING GAFFS 
“LION” GAFFS 


Norlund’s Fish Landing Gaffs 
are popular sellers to fishermen. 
Made in 3 numbers. No. 1 
(shown) is for salmon, muskies. 
mackerel, ete. Also indispen- 
sable to ocean fishermen te hold 
and kill ocean cats, yellow tails, 
bonefish, ete. Span 8% in. 









No. 2 for small and medium 
size fish up to 3 Ibs. Span 
5% in. 

No. 3 for frogs and craw- 
fish. Will not kill or in- 
jure. Span 6 in. 


Fish or frogs are held 
automatically in the jaws 
by heavy springs, leaving 
both hands free. 
Also Hook Gaffs for ocean 
and lake fishing. 


Send for Circulars and 
Trade-prices. 


No.1 


O. A. NORLUND CO. 


WILLIAMSPORT, PA., U. S. A. 














10c 
Cards 
25¢ 
Boxes 
or Bulk 





THEY PULL—CLINCH—HOLD 
The ecutetand! fastener for 1 
i 
Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, iii. 

















COBURN 
Sliding Door Track 





\ 


The original enclosed track in 1888. The 
superior track today. 


COBURN TROLLEY TRACK CO. 
413 Harding St. Holyoke, Mass. 












COOK’ 


NEW STREAMLINE s 
SUPER VALUE 
NAIL CLIPPER 


New member of Gem ct 
Nall Clipper family. 
Hardened jaws, nail 

file, cleaner. Heavily 

nickeled. Doz. om colorful card 
at jobbers’. Send for details. 
THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn. 














We solicit the business of jobbers who 
have been in business in past years and 
who will still be active when ‘This’ 
is over. 


CHISELS @ DRILLS @ ETC. 
OXFORD TOOL COMPANY 


CG. G. Campbell, Pres. 
1633 N. 2nd Street @ Phila., Pa. 
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lamps: 1, ask the customers where 
they are going to use the lamp; 
2, use the light conditioning guide; 
and 3, suggest spare lamps. These 
principles were demonstrated to the 
convention in two acts, the first 
showing how not to sell bulbs and 
the second how the selling job 
should be done. In closing Mr. 
Barnes told the dealers that people 
buy lamp bulbs from three to six 
times a year and urged them to go 
after this business. : 

A. W. Johnson, Moon-Johnson 
Hardware Co., Austin, Minn., told 
the convention that in his opinion 
the future of the hardware business 
is brighter today than ever before 
for men of vision and those who 
are not afraid of hard work. He 
said hardware merchandise is keep- 
ing pace with the trend toward more 
attractive and more salable goods. 

He urged dealers to modernize 
their stores and to use these im- 
proved facilities to the best advan- 
tage. Give your employees an in- 
centive to do a better selling job, 
he said, by paying them a commis- 
sion on sales. Mr. Johnson told the 
group that in his business employees 
received a good weekly salary and 
4 per cent commission on all mer- 
chandise selling for more than 
$40.00. 

A sound motion picture showing 
the importance of the telephone in 
business was shown to the dealers. 
This was presented through the 
courtesy of the Northwestern Bell 
Telephone Co. Following _ this, 
Glendon Hackney, editor, Hardware 
Retailer, Indianapolis, Ind., out- 
lined a program for dealers to fol- 
low in the celebration of National 
Hardware Spring Open House to be 
held May 1 to 10, 1941. 

George S. McQuade, sales man- 
ager, Marshall-Wells Co., Duluth, 
Minn., presented the views of the 
wholesaler on competing with gov- 
ernment sponsored and financed 
merchandising groups. He said that 
his company does not like to sell 
these groups when hardware dealer 
customers ask them to do this. Deal- 
ers seem willing to turn this busi- 
ness over to the wholesaler for a 
small commission on the sale, he 
said. He told the group to go after 
this business and handle it them- 
selves, and not to sacrifice their 
margins for if they do they will not 
be able to service the goods profit- 
ably. 

He also pointed out that once the 
wholesaler starts to sell these groups 
on the request of the dealer, it is 
hard to stop and demands for mer- 


chandise on other lines soon follow. 
He told the convention that whole- 
salers cannot service major appli- 
ances sold on these narrow margins 
and neither can the merchant. He 
urged dealers to object to the pol- 
icies of R.E.A. in sponsoring these 
groups in the merchandising field. 
Mr. McQuade closed by saying that 
he thought this new form of govern- 
ment sponsored co-op unsound. 
The retailer’s views on this ques- 
tion were presented by N. E. Given. 
Given Hardware, -Inc., Bemidji, 
Minn. He told the group that this 
new form of competition is a threat 
to the wholesaler-dealer system of 
distribution. He named three dis- 
tricts in the state where local co-op 
stores are taking over the distribu- 
tion of electrical appliances on 
R.E.A. line extensions, receiving a 
small commission, pooling orders, 
and buying direct from wholesalers 
or manufacturers in large quantities. 
He said the wholesaler or manu- 
facturer taking this type of business 
is not fair to the individual buying 
this merchandise for no other deal- 
er can be expected to supply the 
service that will be necessary later 
on. He claimed that such actions 
are just a stepping stone to having 
the government in business. Retail- 
ers are the ones that lose in these 
instances, he pointed out, for manu- 
facturers make their normal profits. 


The 1941 Outlook 


Edward Payton, businéss council- 
lor, Cleveland, Ohio, spoke on “Un- 
derstanding the Business Outlook for 
1941.” He outlined in detail four 
economic stages facing business in 
the next three or four years and told 
the dealers how to recognize these 
situations and what to do to operate 
their business safely through the 
periods. He said we are now in the 
recovery stage. This will be followed 
by the stabilization phase, then by 
the backlog building phase, and 
finally the critical phase. 

At the closing session of the con- 
vention Val Bjornson, KSTP news 
commentator and Minneapolis Trib- 
une editorial writer, spoke on 
“Emotional Preparedness.” Bob Paff- 
rath, Redwood Falls, Mirn., son of 
a ‘member of the association and 
most valuable player on the Univer- 
sity of Minnesota football team, was 
introduced to the convention. 

The annual banquet and dance 
was held Thursday evening in the 
main ballroom of the Hotel Lowery 
with more than 200 attending. 
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California Studies Effects 
of Defense Program 


ISCUSSION of the impact of 
national defense preparations 
on the California retail hardware 
trade dominated the 40th annual con- 
vention of the California Retail 





F. H. JOHNSON 
President 


Hardware Association, Feb. 18, 19 
and 20, at the Western Merchandise 
Mart, San Francisco. 

Following the keynote address of 
President Max E. Ish, LeRoy Smith, 
secretary-manager of the associa- 
tion, warned the dealers that he be- 
lieved higher hardware prices in- 
evitable. “Keep your stocks up, 
especially on staple items,” Mr. 
Smith advised the delegates. His 
words were echoed throughout the 
convention, with various qualifica- 
tions, by nearly every speaker on the 
program. Concerted legislative ac- 
tion by small business men will be 
necessary to protect their interests 
in the current situation, Mr. Smith 
said. He classed “letters from 
home” as particularly effective am- 
munition in influencing legislators. 

H. W. Barclay, prominent editor, 
spoke under the auspices of the Na- 
tional Association of Manufacturers. 
indicated that the day might not be 
far distant when the government 
would curb private buying of auto- 
mobile accessories, aluminum cook- 
ing utensils and other hardware 
items in order to further the produc- 
tion of defense materials. Mr. Bar- 
clay quoted Jerome Frank of the 
Securities Exchange Commission and 
Mrs. Eleanor Roosevelt as predicting 
such restrictions. 
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Radical changes have taken place 
in distribution and _ retailing, as- 
serted Veach C. Redd, past president 
of the N.R.H.A., who discussed the 
topic, “Be Prepared to Assume Com- 
munity Responsibility.” “The day 
of uniform mark-ups is past,” he 
said. “From now on, prices will be 
fixed to a greater extent by competi- 
tion and by law.” 

Addressing the convention on 
“Salesmanship,” A. F. Rice, general 
manager, Occidental Stove Co., San 
Francisco, defined the word as “The 
technique that molds the opinion 
of the vendee ¢o that it is favorable 
to the goods or services sold by the 


’ vendor.” 


Frankly declaring his belief that 
hardware stores generally are losing 
out in appliance selling because they 
“resist change,” the stove executive 
asserted, “You can’t be reactionary 
and against change and be success- 
ful in the appliance business. “He 
listed three rules for successful ap- 
pliance selling by hardware stores: 
Don’t surround appliances on dis- 
play with “gadgetry” and _ small 
items. Make your store appeal to 
women as well as men—they do most 
of the appliance buying. If possi- 
ble divide your store into two parts, 
with appliances and housewares on 
one side to appeal to the women, 
and tools and heavy items in another 
section for the men. Sell the “bene- 
fit factors’—-women are more inter- 
ested in the work an appliance will 
save them, its convenience and its 
style than in construction technicali- 
ties. 

George H. Eberhard, president of 





LeROY SMITH 
Secretary 
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PAINE 


PERFORATED 


HANGER IRON 


[acme\) ., HANDY 





STRAIGHT 
LENGTHS 


* %& EASIER TO STOCK 
wk & ke EASIER TO SELL 


These handy coils of PAINE Hanger 
Iron enable Dealers to keep it within 
easy reach for quick sales—saving many 
steps to basement or rear of store to get 
long lengths of straight stock. In addi- 
tion, it is easier for Plumber, Electrician 
and Builder to carry and speeds up use 
on the job. Fast selling sizes: 34” wide 
—22 gauge; %4” wide—I16 gauge; 1” 
wide—I14 gauge. 

Ask your Jobber TODAY for PAINE Perforated 
Hanger Iron in Coils’ and write for complete 
Catalog of Anchoring Devices and Builders’ Speci- 
fications. 


THE PAINE COMPANY 


2963 Carroll Ave. Chicago, Ill. 
New York Warehouse & Sales: 45 Warren St. 
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“EMPIRE” 


Sweeps 
Cultivator Shovels 
Garden Plows 
end 
Cultivators 
Ask Your Jobber 
THE EMPIRE PLOW CO. 
Cleveland, Ohio 

100 Years’ Reputation in the Trade 














New DaisyWaterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEAWNERS 
BEST FOR 2S YEARS 


Write fer FREE Circular Mird By 


QUINN WIRE & IRON WORKS 


BOONE I10WA USA 


STEEL MORTAR BHODS 
No dripping onto 
the user's back. 


Made entirely of 
stee) with wooden 
shoulder saddle 
and handle 
Edges are heav- 
tly retnforeed. 
The fork is 
pressed) «from 
heavy gauge 
steel 








Write for prices. 
The GFevetand Wire Spring Ce. 


St. and Hamilten Ave. 











. =< ” cleveland, Ohic © oe 











BIGGER PROFIT — °": $5"! 


Automatic water-saving shutoff 
One hand 







any 

desired flow till re- 
leased. Non - leaking. 
Handsomely nickle- 
plated. Nationally ad- 
vertised. Order from 
your jobber now. 

CARTER PRODUCTS CORP. 
802 Front Ave., Cleveland, 0. 


OFF b mists te 


‘SUNSHINE 
cHAMO 


MADE IN U.S A 


ASK YOUR JO888R 
POR GUAR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVSRHILL. MASS 


Gibson Good Tools 


Gibson Patented 
Gripper Clips, flex- 
ible steel, nickel 








on beautiful disp. 
cards. Also Robert - 





sen Horseshoe 
** Hammers. 


_ GIBSON GOOD TOOLS, INC. e 











Box 268 Orange, Mass., U.S.A. 
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the George H. Eberhard Co., San 
Francisco, predicted that the war 
crisis would bring price controls 
and an intensification of the attack 
on business. How soon this situa- 
tion occurs and how serious it be- 
comes depends on what happens 
abroad, he opined. Tax increases— 
with the income tax receiving the 
first and biggest boost—were termed 
a certainty. Mr. Eberhard advised 
the hardware men to keep a good 
inventory, but only within the limits 
of their ability to pay for it. Debt 
was discouraged. 

A conservative policy of building 
reserves was urged, and the delegates 
were advised to keep up their sales 
promotion and conduct a continued 
program of well though-out adver- 
tising. That the present situation 
s “loaded with dynamite” was made 
completely clear, and the speaker 
said that any policy should take into 
account the possibility of “sudden 
tough going” or “upset.” Answer- 
ing the question, “What will happen 
after ‘it’s’ over?” Mr. Eberhard fore- 
saw increased governmental controls 
and governmental provision for 
“carrying the load.” 

Addressing the closing session of 
the convention, George W. Green of 
Long Beach, Cal., president of the 
N.R.H.A., outlined the history of 
the organization during its 40 years’ 
existence. 

James Draper, California Spray 
Chemical Co., addressed the meeting 
on the “Value of a Garden Supply 
Section.” Although hardware stores 
sell about 7 per cent of the garden 
supplies of the nation, they face seri- 
out competition from drug stores and 
wood yards with superior sales pro- 
motion, he said. 

Other speakers included represen- 
tatives of Plymouth Cordage Co., 
Remington Arms ,Co., and “Old 
Smokey” Auerbach of San Fran- 
cisco. 

Resolutions passed included en- 
dorsement of the new Chain Store 
Tax Bill; recommendation of dras- 
tic economies in other functions of 
state government to offset national 
defense expenditures; a pledge of 
cooperation in resisting attempts to 
advance prices; disapproval of use 
of hardware items for premiums, op- 
position to Rural Electrification Ad- 
ministration sponsorship of direct- 
from-factory-or-jobber buying along 
new power lines, and protest against 
buying clubs among federal and 
state employees. 

Unanimously elected to serve for 
the coming year were the following 
officers: F. H. Johnson, San Luis 
Obispo, president; George W. Lin- 
der, Tulare, first vice-president; 


W. H. Boyce, Woodland, second vice- 





president; LeRoy Smith, San Fran- 
cisco, secretary-manager. 

Elected directors were: William 
Cole, Novato; Theodore Helmle, 
Lodi; A. T. Jones, Grass Valley; 
: Quill, Eureka; Charles E. 
Ruggles, San Francisco, and A. W. 
Templeman, Los Gatos. Members of 
the advisory committee will be Fred 
Bammann, Oakland; Fred L. Parker, 
Chico, and Max E. Ish, Salinas. 


Hall Hardware Co. 


(Continued from page 138) 





ceiver on the stage. Glenn Bowman, 
Robertshaw Thermostat Co., and 
Emil Ludtke, The Home Gas Co., 
conducted a brief bottle gas service 
school session Wednesday afternoon, 
pointing out ways and means of 
cutting down on complaints by being 
sure bottle gas equipment is in per- 
fect order before its installation. 

Thursday morning at the final 
meeting, President Hunt expressed 
appreciation to the exhibitors for 
the courtesies they extended during 
the show. Mr. Duffy read his re- 
ports as secretary and as treasurer 
of the company. Ralph Campbell, 
Campbell-Mithun Agency, discussed 
preparedness and democracy, stat- 
ing that in national affairs both 
terms are frequently confused. Pre- 
paredness, he pointed out, is getting 
ready before while democracy con- 
cerns rule by the people. Mail 
order and chain store organizations 
are, he declared, dictatorships. 

Four directors of the Hall Hard- 
ware Co. were elected at the stock- 
holders’ meeting Thursday morning, 
three being reelected and the fourth, 
O. R. Westrum, Glendive, Mont., 
succeeding G. A. Jeffery, Red Lodge, 
Mont. Reelected were Amos Marckel, 
Perham, Minn.; O. V. Hanson, 
Rochester, Minn., and Albert Wynne, 
Windom, Minn. Directors continu- 
ing in office are: S. E. Hunt, Red 
Lake Falls, Minn.; E. P. Babcock, 
Anoka, Minn.; H. J. Bekke, Canton, 
S. D.; H. P. Nicklas, Durand, Wis.; 
John Monson, Braham, Minn.; 
George DeRuyter, Sioux Center, 
Iowa, and D. R. Jacobson, Minot, 
N. D. At a directors’ meeting that 
afternoon, Mr. Hunt was reelected 
president, Mr. Marckel, vice-presi- 
dent, and Mr. Duffy, manager, sec- 
retary and treasurer. 

At the annual meeting of the Hall 
Building Co., held Thursday morn- 
ing, Mr. Marckel was reelected 
president, and Mr. Duffy, manager, 
secretary and treasurer. 

A gala dinner, entertainment and 
dance were held that evening at the 
Nicollet Hotel, more than 1200 mem- 
bers, guests and exhibitors enjoying 
an exceptionally fine bill of enter- 
tainment. 
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Coming Conventions 
and Events 


Corrected each issue 
according to latest data 











Alabama, Retail Hardware Associa- 
tion of, May 14-16, 1941, at Montgom- 
ery. Headquarters, Gay Teague Hotel. 
Exhibit at Auditorium. Secretary, J. H. 
Crowe, 41 N. 21st St., Birmingham. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association, and T. W. McAllister, 1020 
Grant Bldg., Atlanta, Ga., is secretary of 
the jobbers’ association. 


American Toy Fair, March 10-15, 
1941, for wholesalers, and from March 
17-29, 1941, for all classes of buyers, at 
the Hotel McAlpin, 200 Fifth Ave., and 
1107 Broadway, etc., New York City. 
Manager, Horatio D. Clark, Toy Asso- 
ciation, 200 Fifth Ave., New York City. 


Carolinas, Hardware Association of 
the, June 10-12, 1941, at Asheville, 
N. C. Hotel headquarters and session 
at the George Vanderbilt Hotel. Sec- 
retary, C. B. Gladden, 407-11 Com- 
mercial Bank Bldg., Charlotte, N. C. 


Eastern Hardware Golf Associa- 
tion, annual tournament, May 22-24, 
1941, at the Buckwood Inn, Shawnee- 
on-the-Delaware, Pa. H. L. Gillian, 9 
Rockefeller Plaza, New York City, is 


secretary. 


Gift Shows: March 10-14, at Hotel 
Statler, Boston, Mass.; March 24-27, at 
Hotel Benjamin Franklin, Philadelphia, 
Pa.; March 31-April 4, at William 
Penn, Pittsburgh, Pa. 


Home Modernization Show— 
“Modernizing the Home Exposition,” 
April 22-27, 1941, at the Grand Central 
Palace, New York City. 


Housewares Show, July 13-18, 
1941, at the Atlantic City, N. J., Audi- 
torium. Sponsored by the New York 
Housewares Mfrs. Association. Secre- 
tary, Mrs. Flo English, Hotel Pennsyl- 
vania, New York City. 

National Retail Hardware Asso- 
ciation, 42nd annual congress, July 
14-17, 1941, at the Roosevelt Hotel, New 
Orleans, La. Rivers Peterson, 333 N. 
Pennsylvania St., Indianapolis, Ind., is 
managing director. 


Pennsylvania Wholesale Hardware 
and Supply Association, annual spring 
meeting, March 13-14, 1941, at the Hotel 
Astor, New York City. Samuel B. 
Smith, Steinman Hdwe. Co., Lancaster, 
Pa., is secretary. 
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Southern Hardware Jobbers 
Assn., meeting jointly with the Ameri- 
can Hardware Manufacturers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. T. W. McAllis- 
ter, 1020 Grant Bldg., Atlanta, Ga., is 
secretary of the jobbers’ association, and 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ association. 


Texas Wholesale Hardware Associa- 
tion and Texas Hardware Boosters Club, 
June 18-21, 1941, at Galveston, Tex. 
The Boosters will also hold their third 
annual golf tournament on the Galves- 
ton Municipal Golf Course, in con- 
junction with the meeting. 


Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Ill., comprising the Southern 
Supply & Machinery Distributors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rhinehart, 505 Arch 
St., Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 


Repudiation of Contract 


HERE a party to a contract 
defaults by failing to perform 
as agreed, may the business man on 
the other end of the contract repu- 
diate the contract in its entirety? 
“A party cannot affirm a contract 
in part and repudiate it in part,” 
said the Supreme Court of Montana 
recently, “unless the two parts are 
so severable from each other as to 
form two independent contracts.” 
So if all parts of a contract are 
so intertwined that all are mutually 
dependent on the others, the repudia- 
tion or rescission must be of the 
whole contract. That’s simply be- 
cause it just wouldn’t work out any 
other way. But when a contract can 
be separated or divided into two or 
more parts or transactions, each so 
independent of the others that it 
might stand as a contract in itself, 
one or more parts may be rescinded 
for good legal cause and the other 
parts of the contract remain in good 
legal standing and enforceable. 





























THE MODERN 
PIED PIPERS 


are the 


BETTER BRAND 


MOUSE and RAT 


TRAPS 


WRITE US FOR FOLDER OF COMPLETE LINE 
AND NAME OF JOBBER—ASK YOUR JOB- 
BER TO SHOW YOU OUR NEW STEEL 
MOUSE TRAP—RETAILS FOR FIVE CENTS. 


McGILL METAL PRODUCTS CO. 
DEPT. 151 


MARENGO, ILLINOIS 











Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


100 E. 42nd St, New York City 


@ 
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Classihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Chanrified Adwentining Rater | 





Help Wanted, Ac ts Wanted 
Business Opportunities 
Sales Representatives Wanted 





Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 


Positions Wanted 
(Special Rate) set solid, maximum, 
SO WOEES 2... cccececscressccceece $1.00 


illow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
lt Ge stebubivinsansesnnedessés $6.00 
Each additional inch....... 4.00 





DISCOUNTS FOR CONSECUTIVE ey 

4 insertions, 5% off; 8 insertions, 10% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


-@e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, ete., will not be forwarded te 
bex number advertisers unless accom- 
panied by sufficient postage for remail- 
ing 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

—e-— 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











| — Penttions Wanted | 





“HARDWARE PERSONNEL, ‘OUR ‘FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 


WANTED TO REPRESENT LINE OF good 
company (tools, or allied items) for direct sale 
from factory to industrials, machine shops, trade 
schools, aircraft manufacturers and air lines in 
New York area. Advertiser is specialist in small 
tool sales. Address Box E-305, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City 


SALESMAN WITH ESTABLISHED 
TRADE, THROUGHOUT New England calling 
on plumbing and hardware jobbers, major hard- 
ware dealers, and D. T. U's. Desires reputable 
line. Can produce highest references of characte! 
and experience. Have car, married and residing 
in Boston. Address Box E-306, care of Haxp- 
ware Acr, 100 E. 42nd St., N. Y. City. 





SALESMAN: 10 YEARS’ EXPERIENCE 
WITH WHOLESALE and retail hardware, farm 
supply and industrial trade in New Jersey, Dela- 
ware and Maryland, 2 years in New England. 
Willing to start at reasonable salary. Will move 
into any territory for position with opportunities 
Address Box E-311, care of Harpware Ace, 100 
E. 42nd St., N. Y. City 


COMPILER—CATALOG AND ADVERTIS.- 
ING SPECIALIST—free-lance. Will save you 
money, time and relieve you of all details. Ex- 
perienced, 10 years. Write copy, make layouts, 
compile index, design, handle typesetting, art- 
work, engravings, paper, printing, binding, dis 
tribution, etc. Address Box E-310, eare of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 


EXPERIENCED DISTRICT MANAGER 
AND SALESMAN, age 40, now travelling the 
entire U, S. for a large tire manufacturer, train- 
ing the field sales force and maintaining goodwill, 
desires to change connections so as to locate and 
travel the Southeastern States. Owns own home 
in this section and has a large personal acquaint- 
ance among the hardware, automotive and inde 
pendent oil jobbers. Thoroughly familiar with 
the marketing of tires, automotive lines and build- 
ing materials. Interested in salary and commis- 
sion or straight commission basis with well rated 
oing concern Address Box E-307, care of 
farpware Ate, 100 E. 42nd St., N. Y. City. 
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MAN, 35, 10 YEARS’ BUYING EXPERI- 
ENCE, hardware, mill and plumbing supplies, 
desires connection as buyer or assistant buyer. 
Capable taking full charge, handling correspon- 
dence, estimates, etc. Address Box E-308, care 


SIDELINE SALESMEN WANTED: to sell 
official roller derby sidewalk skates to hardware 
and department stores. Write full particulars 
present lines and territory covered. Address Box 
E-315, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 





of Hanpwane Ace, 100 E. 42nd St., N. Y. City. 





|Sales Representatives Wanted | 








[Accounts Wanted —s | 











FIVE POSITIONS AVAILABLE FOR 
JUNIOR SALESMEN ON FIXED SALARY 
AND CAR ALLOWANCE SELLING BUILD. 
ERS’ HARDWARE FOR LARGE MANUFAC. 
TURER. MUST HAVE EXPERIENCE IN 
THIS FIELD. TERRITORIES LOCATED IN 
NEW ENGLAND, MIDDLE _ ATLANTIC 
STATES AND SOUTHERN STATES _IN- 
CLUDING WEST VIRGINIA. LOCAL MEN 
PREFERRED. ADDRESS BOX E-284, CARE 
OF HARDWARE AGE, 100 EAST 42ND 
STREET, NEW YORK CITY. 





a ANTED—FIRST-CLASS EXPERIENCED 

JTLERY salesman for Pacific Coast. Write 
os E-303, care of Harpware Ace, 100 E. 42nd 
St., N. Y. City. 





OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full 
time salesmen. Selling Furniture, hardware, de- 
partment stores. Fast patented sellers. Small 
light sample case. Positively world’s finest. 
Call on only best concerns. Best selling season 
now. Address—Dustmaster Corporation, 523 Prod- 
uce Exchange Building, Minneapolis, Minnesota. 





WANTED—MANUFACTURERS’ AGENTS 
EAST OF Rockies for fast-selling builders’ hard 
ware specialties. Exclusive territoriés given. Line 
consists of roller bearing drawer guides, disap- 
pearing wall hooks, sliding door guides. En- 
close map of territory covered, also qualifications. 
Address Box E-309, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 





HARDWARE SALESMEN, HIGH TYPE, 
WITH successful record and established trade 
among tool and hardware, mill and builders’ sup- 
ply dealers; new useful tool; side line; commis- 
sion basis. Only those who write fully, stating 
experience, qualifications, references, lines han- 
died, territory covered, etc., will be considered 
Address—President, Markwell Mfg. Company, 200 
Hudson Street, New York City. 


LINE WANTED 


Two aggressive men with long selling 
experience would like to act as Manu- 
facturer’s Representative for one or 
possibly two products of interest to 
large manufacturers or users, jobbers, 
mill supply houses, etc., in Ohio and 
adjacent States. 

We are not interested in side lines, but 
do want a connection worthy of our 
entire time, which with close coopera- 
tion and intelligent effort on our part 
will prove mutually profitable to all 


concerned. 
Address Om E 302, 


care of HARDWARE AGE 
00 E. 42nd St., N. Y. City 








REPRESENTATION WANTED. SALES- 
MAN, FINANCIALLY RESPONSIBLE—12 
successful years’ experience with National Organ- 
ization—exceptional following among _ grocery, 
hardware, department stores and Syndicate 
Chains; seeks several strong lines, or one estab- 
lished line for full time services, on commission 
basis. Has the best of references and can fur- 
nish office space. Address Box E-312, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 





TOOL LINE WANTED FOR ILLINOIS, 
Indiana, Ohio, Michigan, on commission basis. 
I want a quality line with a set-up for hardware 
jobbers and a strict jobbing policy. ave warehouse 
facilities and do missionary work constantly. Have 
a good following among both jobbers and dealers. 
Well established—well financed. Young and in 
good health. Carry 3 fast moving lines now— 
will never have more than four. Address Box 
E-288, care of Harvware Ace, 100 E. 42nd St., 
N. Y. City. 











| Business Opportunities | 





BUILDERS’ HARDWARE SALESMAN, 
CALLING ON hardware and lumber yard trade, 
preferably one selling line butts and garage hard- 
ware, to handle on strict commission basis well- 
known line of locksets and shelf hardware. Estab- 
lished accounts to take over. Territories open— 
New York State and New England. Address 
Box E-289, care of Harpware Ace, 100 E. 42nd 





St.. N. Y. City. 








RETAIL HARDWARE AND PAINT STORE 
preferably Eastern Pennsylvania town about ten 
thousand population, with prosperous surrounding 
farming country. Give complete details concern- 
ing past business performance, date established, 
store size, show window space, inventory, price, 
etc. All replies held strictly confidential. Address 
Box E-313, care of Harpware Ace, 100 E. 42nd 





St., N. Y. City. 
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| Business Opportunities ||| Help Wanted We Help Wanted 


J 














MERCHANDISE WANTED—I BUY FOR AGGRESSIVE EXPERIENCED HARDWARE HARDWARE MAN — EXPERIENCED 
cash smal! or large lots of manufacturers’ close | MAN FOR assistant manager of large uptown | TOOLS OF all kinds. Capable trim windows 


outs, jobbers’ surpluses and any discontinued | retail store in Carolina City. Excellent oppor- | retail store. Must furnish good reference. 


Good 


items in the hardware and harness line. Write | tunity for advancement and active interest. Give | chance for advancement. Write full details con 
me what you have to offer. Address Harry J. | full experience, recommendation, age, etc. All | cerning yourself and former employment. Address 
Epstein, 815 Central St., Kansas City, Mo. replies confidential. Address Box E-314, care of | Box E-304, care of Harpware Ace, 100 E. 42nd 





Harpware Ace, 100 E. 42nd St., N. Y. City. 'St.. N. Y. City. 














He ADVERTISED IN THE RIGHT MEDIUM 





This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 


Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 


advertising in the right medium. 


HARDWARE AGE is noted for quick results — 


try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept 
100 E. 42nd Street New York, N. Y. 
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“Yard hoy ’’ Incinerator 


Quickly, safely, reduces to a fine ash « 
all burnable trash from house or gar- 
den—paper, leaves, rags, garbage. No 
mess, no sparks. Endorsed by thou- 
sands of users and Fire Prevention 





Bureaus from coast to coast. Lights 
at top, burns down No extra fuel 
required. Made of weather-proof por- 


celain enameled iron. 
Write for descriptive circular 
Retail—F.0.B. New York 
No. 1—l'!/a bushels, weight 70 ibs., $25.00 
No. 3—3 bushels, weight 100 Ibs., $34.50 
No. 6—6 bushels, weight 150 Ibs., $54.00 


J. W. Fiske Iron Works 


Established 1858 








78 Park Place, Dept. 5, New York 


































Whenever your 
door opens someone 
enters who needs both 


MOORE 


PUSH-PINS & PUSHLESS HANGERS 


Every customer has something to 
hang, pin 5 4 tack ao. Each is a 
rospective buyer of one or more 

ONLY Sasieate. and needs only to be re- 
HANGER Sieded. There's no better remind- 
WITH A er than the handsome, revolving 
TWIST display cabinet which your 
jobber will supply FREE with 

your order for 72 assort 
packets. Write him today. 


MOORE PUSH-PIN CO. 
113 Berkley Street 
Phila., Pa. 


ROTABIN Saves 5Q% 
7 Oke) et 7 Va 3 


ROTABIN stores, displays and sells nails, rivets, 
washers and other "'binable'’ merchandise in a 
compact accessible manner in '/, the space now 
occupied by such items in your store. Each 
ROTABIN section rotates, bringing the merchan- 
dise right to your finger tips. No time lost in 
looking for the correct size—no boxes to open— 
no sticking drawers to pull out—no unnecessary 
steps running from bin to bin. ROTABIN saves 
hardware dealers, time, steps, labor and money 
WRITE FOR and makes storage space pay a profit the year 


DETAILS around. 
THE FRICK-GALLAGHER MFG. COMPANY 









Advertised 
Nationally 
to Millions 











WELLSTOWM, OHIO 


Genui"® TOMES of SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


ave FURNITURE 
REATE QUIET 


Ask your Jobber supplied write to 


DOMES of SILENCE nc. 35 Pearl St. N.Y. C. 
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The Dash (—) Indicates that the Advertisement Dees Net Appear ia This iseus 
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Lindsay ‘Light & Chemical Co... — S 
4 Sere 142 | St. Charles Mfg. Co. 10R 
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Automatic Profits in 


HOLD-E-ZEE scecwonven: 


SCREWDRIVERS 
People can’t resist the ex- 


tra value in Hold-E-Zees— 
they have everything . 
plus the Gripper that holds. 
starts—sets up screws in un- 
handy places. Sales (thus 
profits) are automatic. 
CHECK THESE FEATURES 
Chrome vanadium blade, tem- 


Is 
sulating unbreakable handles. 
Order through your jobber 


UPSON BROTHERS 


PATENTED 84 EXCHANGE ST., ROCHESTER, N.Y 








MOLDED RUBBER GOODS sercixtres 


Plain and Mushroom Bumpers — Suction Rubbers 
Rubber Head Nails Toilet Seat Bumpers 
Chair Tips Crutch Tips 


= é ? 


THE ELASTIC TIP CO. 


370 ATLANTIC AVE. 
BOSTON, MASS. 


SEND FOR CATALOG 
OF COMPLETE LINE 














display stand 


FREE 


gust buy 8 dozen 
Velb.CROSS TACKS 
from your yobber 






















Standard every- 
where because made 
of plenty of new live rub- 
ber that stays alive. Doesn’t 
out. Extra adhesive. 4 sizes 
1, #2, #4 and #8. In dis- 
pisy containers, as shown. 


BULLDOG 
Friction 





BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass 


173 











Appea — you get ‘em all, featuring 


IZCO 
Portable Oven 


7-mOvING? Y 16 
Fas men you POINT OUT ITS . 


FEATURES AND LOW PRICE .-- 
















KS- 
pockETBOO 
NOTHER SALE! 
PRING 














7 \ . 
| (f V4 
Handsomely Styled — 
Competitively Priced to 
~ $ell in Big Volume... 


You can “clean up” on oven sales this sea- 
son with talking points like these: Modern 
design that “fits” in any kitchen . . . beauti- 
ful Milcor Blue finish . . . Flame-Spreader 


for quick, even heat . . . Heat-reflecting lin- 
ing ... Other big features! Popular single- 
burner and two-burner models. Order 
Milcor Portable Ovens from your jobber. 
Write today for free bulletin. 


Gee 


>. 


ee ps ae 


MrccoR. STEEL COMPANY 


MILWAUKEE, WISCONSIN CANTON. OHIO 


gt, = 
= a 


CHICAGO, ILL. © KANSAS CITY, MO. © LA CROSSE. WIS. © NEW YORK, N. Y 
ROCHESTER, N. Y. © BALTIMORE, MD 


Sales Offices: Minneapolis, Minn., Little Rock, Ark., Dallas, Tex.. Denver, Colo 
Washington, D.C 
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BOOST PAINTER SALES WITH 
. PAIN 
le PAINTS PX’ | Tk ‘R NS 


THE AMAZING NEW PAINT 
MERCHANDISING SCOOP/ 


* Here's 1941’s most successful booster of Painter 
MASTE Sales! Painters are eating it up because it sells 
paint jobs on sight! Scores of beautiful PAINT 
PAINTERS PATTERNS of interiors and exteriors. Your 
LZ 7 Painter's prospects see exactly how finished jobs 

Wit GO FOR ‘ we will look. Your Painters can show 160 separate 
THIS HANDY Bax <¢ Vf and distinct colors in these PAINT PATTERNS. 
And each color is as true as a color chip. Send 
the coupon for all the good news. Dealers from 
coast-to-coast are telling us it's the best news 
they've ever had! 















size 594x8%% 
Je me ele 438 
PAGES TABBED FOR 
QUICK REFERENCE 


INTERIOR-EXTERIOR 
PATTERNS 



















THE LUCAS PAINTER BOOK 
IS ONLY ONE OF THE 
MANY HELPS ON THIS GREAT IDEA! 


e Counter Book. A voluminous big book of Paint Patterns for 
you. 21” x 16%”. A tremendous selling help. 














































This great line of prod- 
ucts is designed exclu- /f 
sively for Master Paint- 
ers. There is a Royal 
Blue Product for every 
job. And each product 
was painstakingly 7 ll to 
meet the exacting demands of the 
Master Painter. 


Most important to you—the Royal 
Blue Line is extremely popular with 
Master Painters. For each product 
is priced to assure an added profit 
on every job. 
















Sells MORE 
e Window Displays. A gorgeous girl display in full colors 
‘with Paint Patterns. Sits on chair or your counter. JOBS for PAINTERS 
e Newspaper Advertising. Attractive, attention-compelling! In- 
vites prospects to get free Paint Patterns at your store. Sells MORE 
velopes of Paint Patterns, plus P AINT for You 
colorful envelope stuffers sell- 
ing other items. GET ALL THE FACTS-MAIL COUPON TODAY 


e Counter Displays. Beautiful 
“full color display with free JOHN LUCAS & COMPANY, Inc., 


envelopes of Paint Patterns. Philadelphia, Penna., Dept. 41-H3 







e Direct Mail. Individual en- 






















Please send me complete information about the Lucas Paint 


JOHN LUCAS & COMPANY, INC. © Pete merchandising program 


ADMINISTRATIVE OFFICES « PHILADELPHIA, PENNSYLVANIA name 
OFFICES, FACTORIES, WAREHOUSES IN PRINCIPAL CITIES Address 
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HANDSOME 
AIR-FLOW 
‘DESIGN 


ULTRA-QUIET 
MICARTA 
BLADES 


REINFORCED 
ONE-PIECE 
WELDED STEEL 
GUARD 


75° OR 45° 


OSCILLATION 


ARC 


GUN-METAL \ 


GRAY BAKED-ON 
ENAMEL FINISH 


EASILY ADJUSTABLE 
FOR 
WALL MOUNTING 


You'll Make More Friends, Make More 


Profits, By Selling This QUALITY Fan 


WHY? Because you’re selling proper air circulation—not just a 
cheap breeze-blower. This fan is designed and built to move a 


sufficient volume of air in a room to give maximum comfort, with- 


out a direct ‘“‘draft.”’ 


Westinghouse gives you a brand-new selling theme to help 
you sell proper air circulation—and the quality fans needed to do 
the job. It’s a combination that will make more friends and more 
profits for you. See the 1941 Westinghouse Fan Program now/ 


Order How / StI THese New, 


TRAFFIC-STOPPING DISPLAYS FREE! 


Place your order for Westinghouse Fans and get 
these smart new displays without charge. See your 


Westinghouse distributor. 


WINDOW AND 
COUNTER DISPLAY 


A real “stopper.” 
Dog's ears blow back 
realistically with 
each oscillating mo 
tion of fan. Keep it 
in your window or on 
your counter right 
through the fan sell 


Westinghouse 9 4 Fans 
ing season. 


ISLAND 
FAN SHOP 


Sets up in a jiffy any- 
where on your sales 
floor. Keeps the fast 
est-selling models of 
Westinghouse Fans 
before your cus- 
tomers at all times. 
Serves as a perma- 
nent selling center. 


Westinghouse 


PACEMAKER 
10-INCH OSCILLATING 


The year’s biggest bargain 
in a moderately priced fan 
for all-around home use. 
“Powersphere” steel blades. 
75° oscillating arc. $ 95 
Rich mahogany q 
brown finish. bd 


“« 


POWERFUL 
WESTINGHOUSE 
INDUCTION 
MOTOR 


10-INCH OSCILLATING 
DESK-BRACKET FAN 


$1499 


BACKED BY A COMPLETE LINE OF HOUSEHOLD FANS % 


. 


? 


PACEMAKER PEDESTAL FANS 


Sell these casily portable 
pedestal fans for economical 


all-around 


12-inch 


size, $22.45. 10-INCH SIZE, 


PACEMAKER 
8-INCH 
NON-OSCILLATING 


A fast, popular seller 
in a low-priced qual- 
ity fan. Feature it at 


$495 





ans 


MEMBER OF THE LE LHe OF ELECTRIC HOME APPLIANBE 
<<. . sensmiaaaihiiaiios — * " 





